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of advertising Mrs. Filbert's 
Whipped Margarine exclusively 
on WBAL-TV, we've achieved 
100% dist ribution in all major 
food stores and independent 
groceries— plus a steady rise 
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Maximum Response-that's advertising efficiency. 

WBALTV BALTIMORE 

"MARYLAND'S NUMBER ONE CHANNEL OF COMMUNICATION" 



RELAX 

Let WGAL-TV do your sales work. It is 
the outstanding selling medium in the 
Lancaster /Harrisburg/ York TV market. 
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Rep Bids Networks 
Between Shows To 

Adam Young says longer breaks 
reps agree, other quarters cite 

Nov York — Station rep Adam 
Young has a pkw for the elimination 
of tv clutter — and he's introducing 
it via an ;id in industry trade publica- 
tions. At the heart of the Young pro- 
posal is the suggestion that the net- 
works schedule one-minute breaks be- 
tween shows instead of the current 
40-second ones. 

Young yrther urges the networks 
to "place hoih the opening and clos- 
ing commercials of programs far 
enough from the break to eliminate 
^the feeling of clutter," and he asks 
network affiliates to adopt a policy 
of placing only one spot between net- 
work shows. 

"Based on research we have done," 
i Young said, "we believe the adop- 
tion of these suggestions will meet 
with almost unanimous approval 
among advertisers. To begin with, 
most of them have a strong preference 



! ABC's Political Coverage 
Draws New Sponsor Dollars 

New York — About the only ones 
I scurrying faster than William Scran- 
Iton to summon support for the poli- 
tical conventions and the election are 
ABC and CBS. The former, with 
Ipcrhaps the biggest sales problem on 
its hands as the first convention looms, 
briade an 11th hour dent in the un- 
sold portion of its tv package late 
Jast week. 

The three new buyers: Firestone 
Tire & Rubber (Sweeney & James); 
General Electric (Young & Rubicam) 
bnd Lever Bros. (Ogilvy, Benson & 
Mather). Joining Xerox (which has 
one-third of the package) arc Brown 
m Williamson (one-eighth) and Clai- 
rol. These orders bring ABC-TV to 
nearly 75 percent SRO. 

ABC Radio, the only one of the 
major radio networks with its own 
convention-election package, has so 
far sold one-quarter (to LAM). 

CBS' tv-radio package is about 62 
percent sold; NBC has been sold out 
for over a year. 

(For a report on the convention- 
election, see "Sponsors Arc Sure 
Winners in '64 Election," page 23.) 



Put Minute Breaks 
Help Reduce Clutter 

could eliminate clutter; somo key 
more problems than advantages 

for the one-minute message and, of 
course, almost all prefer the island 
position." 

Some key reps contacted by Spon- 
sor indicated sympathy for the 
Young proposal, noting that affiliated 
stations have in recent seasons been 
faced with the mounting problem of 
finding prime time for the one-minute 
announcements offered them. And 
some have been forced to preempt 
prime time to schedule local pro- 
grams. 

Critics of the proposal foresaw pos- 
sibilityof stations breaking the network 



NAB Meets Re Collins 

Washington — A meeting of the 
full 44-inember board of ilirei.lt rs ul 
the NAB will be held July 14 at 
O'U.ire Inn. C hicago, to deal with the 
problem ol the vacancy In be left by 
1 cRoy Collins" imminent departure 
for a go\ernmcnt post. 

'1 he board will decide how the NAB 
will be run in the interim period until 
a new president is chosen It will also 
decide the category from which the 
next president will be selected — 
from among broadcasters or from the 
ranks of public figures 

allowance down into two or three 
spots, suggested that the bulk of the 
minute spots might become piggy- 
backs. They also argued that if an ad- 
vertiser could buy one-minute breaks 
he might well pull out of network. 



AAAA Reports Agency Profits Dropped 
Slightly in 1963. But Dollars Increased 

Spokesman says picture isn't as bleak as it looks, points out that 
profits have declined for 10 years while gross went up in seven 

roll, a decline over previous years. 
In 1954, payroll accounted for f>9. S7 
percent and the figure has been drap- 
ing slowly over a 10-year period. 

Total expenses in 1963 were re- 
corded as 94.36 percent of gross, an 
increase of .36 percent over the pre- 
vious year. 



Nov York — Profits for the na- 
tion's advertising agencies showed a 
slight decline (down .27 percent) in 
1963 as compared with the previous 
year's profits, according to the Amer- 
ican Association of Advertising 
Agencies in a just-released report. 
Despite the small drop, an AAAA 
spokesman declared that "the picture 
isn't as bleak as it looks," pointing out 
that most agencies actually showed 
an increase in dollar profits. 

It was also pointed out that many- 
agencies have adopted profit-sharing 
plans and that payments into these 
plans have shown an increase (up .24 
percent) in 1963 as opposed to 1962. 
Also, a substantial increase in what 
was called "unbillable client expense." 
largely in the area of research, was 
recorded. 

Over a 10-ycar period, net profit 
has shown a steady decline — from 
5.41 percent of gross income in 1954 
to 3.7 percent in 1963. But again it 
was pointed out that in seven out of 
10 years, agencies recorded higher 
dollar profits. 

A breakdown of costs in 1963 
shows that the nation's agencies spent 
67.99 percent of gross income on pay- 



Engelke Heads up Media on 
Tinker's Alka-Seltzer Acc't 

Ne» York — With the take-over 
date from Wade Advertising officially 
set as September 1. media functions 
on the Alka-Selt/er account for the 
Miles Product Division of Miles Lab- 
oratories, Inc., will be handled by Jack 
1 inker A. Partners, an Interpublic 
agency. 

The media department at Tinker, 
currently in the throes of organization 
and planning, will Ik* headed by Rob- 
ert 1 ngelke, former v ice president and 
media director at led Bates. Orders 
for both space and time will come di- 
rectly from the linker organization. 
Media research and other services of 
a technical nature will be purchased 
by Tinker from other Interpublic 
facilities. 
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Bell Tells California Broadcasters Code 
Demands Reasonable Proof of Claims 



JD Hearing Postponed 

Washington — Once again thd 
Senate Special Subcommittee on 
Juvenile Delinquency has cancelled 
its hearings on sex and violence on 
television. (Last tentative date set 
was June 25.) The Dodd commit- 
tee does not expect to attempt its 
"revisitation" with network heads 
until after the GOP convention. 
The latter may set some new rec- 
ords in the way of violence — and 
tv will carry it all. 



San Francisco — "We do not seek 
absolute validation of a claim in a 
commercial," Howard Bell, NAB 
code director, told the California 
Broadcasters Association convention. 
"We seek only reasonable validation." 

Underscoring maintenance of a 
"standard of reasonableness," especi- 
ally in view of the code authority's 
growing relationship with agencies, 
Bell declared: "All researchers may 
not agree that a certain claim can be 
made. But is there any recognized 
independent source that can support 
the claim? 

"You would be amazed at the num- 
ber of times a so-called clinical study 
is virtually nonexistent," he contin- 
ued, "and at the number of times 
that a claim can't be supported at 
all." 

If it cannot be supported, Bell 
argued, "the claim has no business 



Collins' New Position May 
Hold Broadcaster Contact 

Washington — Broadcasters, in 
their role as local businessmen, may 
find they will have a good deal to 
do with Governor LeRoy Collins 
when his appointment to the newly- 
created civil rights government post 
is official. 

The Chamber of Commerce, with- 
out naming the prospective director, 
says the head of the Community Rela- 
tions Service, provided for in the civil 
rights bill, will need strong coopera- 
tion from community businessmen. 

The chamber says the purpose of 
the setup will be "to provide confi- 
dential help to communities and per- 
sons in resolving disputes and diffi- 
culties related to alleged discrimina- 
tory practices." Governor Collins, as 
head of a broadcaster association, 
has had thorough training in "resolv- 
ing disputes and difficulties." 

Secretary of Commerce Luther H. 
Hodges had said he expects the ser- 
vice to comprise a 15-man staff and 
an advisory committee numbering 
about 100. The Secretary and Cham- 
ber of Commerce president Walter 
F. Carey have both emphasized that 
it will take a good deal of cooperation 
from everyone involved to accomplish 
the mission of the Community Rela- 
tions Service. 



being made over broadcast facilities." 

Bell- also suggested that it is time 
to take a good look at certain code 
standards (including time standards) 
with an eye to developing new ap- 
proaches. However, any new ap- 
proaches, he said, must "continue to 
preserve and benefit the public's in- 
terest while at the same time provid- 
ing more flexibility to the broad- 
caster." 

As a case in point, Bell said that 
the code does not now deal with 
the matter of interruptions which 
current evidence indicates is a major 
cause of viewer irritation. It may well 
be that the tv code's future em- 
phasis would be in this area, he told 
the California broadcasters. 

Turning to the subject of piggy- 
backs, currently a sore point with 
heavy spot tv advertisers who rely 
on them in their selling strategy, Bell 
said industry concern over them is 
not new. He added that the code 
took its first policy stand on this 
type of announcement as far back 
as 1956. He emphasized that piggy- 
backs are not outlawed and declared 
that " the code is not concerned with 
the acceptability of piggybacks but 
rather with their placement." 

Bell further stated that the code 
authority has never represented the 
new multiple-products-announcement 
amendment as being designed to 
eliminate the entire problem of clutter. 
"It is one factor in an over-all problem 
with which the code must deal af- 
firmatively," he said. 



Washington — The over-all profit 
margin of radio and tv stations de- 
clined in 1963, says a report compiled 
by the NAB's Department of Broad- 
cast Management, but prospects for 
a strong increase in revenue in 1964 
are bright. 

According to David L. Doughty, 
acting manager of the department, the 
typical radio station earned 6.4 per- 
cent profit before federal taxes on 
1963 operations, as compared with 
7.7 percent in 1962. On the tv side 
of the ledger, the 1963 profit was 
16.3 percent, compared to 16.9 per- 
cent in 1962. 

On the basis of the first four 
months of operations this year, radio 



RAB's Bunker Sells Radio 
For Travel Commercials 

Sun Valley, Idaho — In a bid foi 
hard-to-get travel advertising, Ed- 
mund C. Bunker, president of the Ra- 
dio Advertising Bureau, dubbed radic 
as an "exciting, economical way to 
sell travel." 

In a speech prepared for delivery 
before the Advertising Association oi 
the West on July 6, Bunker describee 
the "power of today's radio commer- 
cial as a major advertising force, besi 
suited to tell the world about the 
breathtaking beauty and marvelou: 
climate you enjoy here all year long.' 

Bunker declared that "purely frorr 
a budgetary viewpoint," radio spot: 
are far less expensive to create. "Frorr 
the standpoint of a group like thi: 
one — interested in doing the best pos 
sible with a relatively limited budge 
— this economy is vitally important.' 

To illustrate "radio's impact foi 
travel advertisers," the RAB presiden 
played a series of commercials, in 
eluding the RAB award-winning spo 
produced for Qantas Airlines. 



stations anticipate a 3.1 percent boos 
in revenue for 1964 while televisioi 
expects revenues to climb by 4.9 per 
cent. 

In a breakdown of 1963 profi 
figures, the typical radio station re 
corded a 4.9 percent increase ii 
revenue which was offset by 6.4 per 
cent hike in expenses. Increased ex 
penses were attributed largely to pro 
gram and sales costs. 

The typical television station showei 
a 3.6 percent increase in revenue ai 
opposed to a 4.6 percent increase i 
expenses. A wage and salary cos 
increase was blamed in part for thl 
narrowing of the 1963 profit mai 
gin. 



1963 Radio/TV Station Profits Down 
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YOU MAY NEVER SEE THE IONGEST SAUSAGE* 



Southwestern Michigan A&P and 
Kroger store cities within stations' 
primary coverage areas 



WKZO 




BUT... WKZO Radio Links More 

Supermarkets Than Any Other 
Western Michigan Station! 

Nothing gives you whole-hog coverage of distribution 
nutlet"* in Kalamazoo ;md Greater Western Michigan like 
\\ KZO Radio. Take supermarket* .is ,i prime example. 

The meat of the situation is in the map at left. 
In the service are.i (.5.MV contour) of our bkgest 
competitor in Southwestern Michigan, there .ire 
IS A&P and 16 Kroger -tore-. 

Hut in W'KZO's primary service area there .ire 60 AtJvl' 
and 33 Kroger stores not even counting store- in 
our competitor's home county, even though we 
come in strong there. (WKZO listening there is 
th.it much moregr.iNv to you!) 

I.et your A\ ery- Knodel man serve up all the choice 
cuts — free of baloney — about W K/A ' Radio! 

5f:/>; 1001, 103 butchers carried a J.UOU footer through the streets J A' *ijCJf* f f. 




AS MIA 



«a0 IUU1UI004ATTIC CREEK 

Will UANO KAF1DS 

mint CMND •APIOS RWAMAZOO 

m«-n CAOiiiAC 
TELEVISION 

WaM-TV CUND HVIDSIUUMM00 
mmvi/ CUllUC-TIUVftSE CITT 

Ktm-TV/LIMOlN, utvumA 

nttm-TV CRMIO I UANO Hit 



WKZO 

CBS RADIO FOR KALAMAZOO 
AND GREATER WESTERN MICHIGAN 
Avtry-Knodtl, Int., E*<lutlvt Notional Ktprtitntatirtt 



6, 1964 



5 



JULY 6, 1964 • VOL 18, NO. 27 



23 Sponsors are 'sure winners' in '64 election 

Advertisers have the opportunity to reach tremendous numbers 
of homes through participation in the broadcast industry's most 
extensive political coverage 

TIME/BUYING & SELLING 

32 Skill with the memo — accents advancement 

"Putting it in writing" can make a timebuyer's time more effective 
and efficient, thereby enhancing advancement opportunities, says 
DCS&S media head 

TV MEDIA 

35 Bank's institutional sell draws interest 

/// total departure from previous advertising, an Indiana bank 
uses tv to promote employees, not sell services 

36 Zany tv spots build clothing store's image 

A men's clothing outlet, using store personnel for "pie in the 
face" routines, has established London's as a household name 
in Omaha 

RADIO MEDIA 

38 Colorado radio — nationwide value in statewide study 

University of Denver study of radio and its audience locates and 
describes the consumer for all sponsors 

SYNDICATION & SERVICES 

43 Inside Magoo — or, what makes a top tv sales 
personality click 

Without seeing a pilot, NBC-TV signed for a new Magoo show 
for fall, sold half of it to Lib by, McNeill & Lib by. General 
Electric will renew its Magoo campaign 
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WTIC MEAN! 

GREATEST COVERAGE 

TOP PERSONALIS 

ADULT ACCEPTANCE 
DEDICATED SERVICE 

IN RICH, RICH 
SOUTHERN 

NEW ENGLAND 



WTIC MM 50,000 watts 

HARTFORD, CONNECTICUT 

REPRESENTED BY THE HENRY I. CHRISTAL COMPANY 
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"Sunny" the seahorse comes 
from the Syngathidae family 
on the Hippocampus side. 

The male of the specie de- 
votes his life to making things 
happier for the Mama Hippo- 
campus. He's the producer in 
his family. 

Frankly, our "Sunny" goes all 
out to please the ladies. He 
brightens their days and 
nights. 

That's why the ladies of 
Tampa-St. Petersburg go for 
him. 

We'll let him produce for you, 
too! 

WSUN 

TELEVISION ® RADIO 

TAMPA - ST. PETERSBURG 

If you feel we've been chew- 
ing too much kelp, ask: 

Nat. Rep.: Venard, Torbet & McCannell 
S.E. Rep.: Bomar Lowrance & Associates 



Fixtolislxer's 
Report 




The NAB faces a new dilemma 

■ Now that it's all but assured that Governor LcRoy Collins is 
leaving his post as president of the NAB to become director of com- 
munity relations service under the new civil rights legislation, the ques- 
tion facing the industry is: "What now?" 

For the present, at least, the NAB will probably continue to function! 
under the experienced stewardship of executive vice president Vincent T. 
Wasilewski. A policy committee, similar to the one that served during 
the nine months between Hal Fellows' death and Governor Collins' 
assumption of office, may be appointed. 

For the long haul, there will be a battle over selecting a working! 
broadcaster or a public figure. 

Last week I proposed a one-year moratorium on voting privileges 
for an incoming FCC commissioner while he orients himself. No such 
possibility is available to the new NAB president. 

Governor Collins put his foot into it almost from the start. I liked 
him and fought for him because he was ideally equipped to perform 
his top assignment — to build appreciation for and advance the American 
system of free broadcasting. He did this well. 

He didn't understand broadcasters. And I believe that any other 
appointee to this important office who doesn't understand broadcasters 
and comes with high purpose will have his hands full also. 

For one thing, there's practically no subject that comes to the at^ 
tention of the NAB president that doesn't have proponents and oppo- 
nents. There are the networks, the big broadcasters, the little broad-j 
casters, the daytimcrs, the VHFers, the UHFcrs and many other diviJ 
sions, all clamoring for attention and consideration. Last week a net- 
work president told me he didn't think the networks should be members 
of the NAB. Every one of these divisions of interest and opinion has a 
valid argument. For the new man the result must be a nightmare. 

But the industry does need a public figure at the helm. More than] 
ever it needs a man who can protect and enchanee our free enterprise 
system of broadcast advertising. If that man knows broadcasting, the 
combination could be ideal. 

At irregular intervals during the past 12 years, I have advanced 
the thought of a federated NAB. I'm convinced that some day the 
industry will conic to it. At this juncture, this is what a federated setup 
would accomplish: 

It would permit a public figure to serve as president of the NABj 
with the division of activity that would allow him to emphasize his ke\ 
job while learning the industry. He would not be involved in a crisis 
a minute. 

It would permit a highly qualified broadcasting expert to serve a4 
head of the tv division with his own objectives, own directors and own 
budget. 

It would permit a highly qualified expert to serve as head of thd 
radio division on the same basis. 

It would permit the joint boards to meet and act on matters ofi 
common purpose. 

It would minimize splinter groups and reduce waste. It would cnJ 
courage new ideas and groups to shelter under the NAB roof. 

These are worthwhile objectives. 
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THE WEEK in WASHINGTON 

PRESSTIME REPORT FROM OUR WASHINGTON NtWS BURLAU 



July 3, l%h 

Even as broadcasters came up for air after the double shock of the r . 
cigaret rule and the NAB president's probably imminent exit for a g vem- 
ment post, they were girding to meet new onslaughts . his tim • o pr tect 
their right to decide their own programing policies . 

During FCC's oral hearing on the revised radio reporting form h» r^ 
last week, NAB's counsel Douglas A. Anello promised the Commissi r, - irt 
challenge on its programing pressures "soon." He said the tes* ca e - woil -1 
involve the Fairness Doctrine. 

In previous month's hearings on tv program reporting forms, r 2 "hair - 
man E. William Henry had invited a court showdown by NAB on the allege! pro - 
graming pressures by the Commission . Anello then said he was waiting for a 
"good" broadcaster case. He explained last week that he did not mean "good" 
in the moral sense but in the sense that it is purely a programing issue. 

The NAB counsel -- and the majority of 20 spokesmen for over *d radi 
licensees -- said broadcasters are still overburdened with detail in rep rt - 
ing their check of community leaders . 

A list of other reporting requirements was put under the heading of 
"pressure" by NAB's Anello . He said licensees yield and accommodate P"" ca f - 
~ories and queries rather than face agency pressure . 

Pressure is implicit in required reporting of all programing oatside f 
network and/or regular fare of entertainment, news and sports; in reoortin 
f any "significant changes" in licensee's programing; ani in having him °x - 
lain how his programing compares with that of competitors in his area . 

The broadcaster association spokesman found reporting of commercials 
ess onerous in the revised form (a meld of industry and PC- compromises), 
han in the earlier proposals. But smaller stations , particularly seasonal 
nd daytimers with short winter days, objected in later testimony . h° com - 
osite week basis was not bad, but they said the breakdown on numb r of min - 
utes of commercial broadcast per hour (from none to over 1' minutes iir'n^ 
each hour of the composite week was unfair to them. they'd rather have - 
eekly averaging. 

FCC Commissioner Loevinger said he thought adherence to the .'.A code 
ould be enough to answer the query on radio licensee's general policy of 
laximum commercial time per hour. In its own statement, th° r^" 1 said it ray 
return to its original decision to make reporting of commercial * ime an an - 
nual thing, rather than a three-vear sDan at renewal. "'hairman Henry w = nt~ 
to build up a record of broadcast commercialism. 

Mutual Broadcasting network said the forms show an anti-network b : -s 
for radio. The forms' insistence on separate reporting of "non-ne* worr:" 1 - 

~ CON! NUtD Oh htAl PAGt 
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P R ESST I M E R E P O RT FROM OUR WASHINGTON NEWS BUREAU 



cal and community programing implies that the network-supplied material on 
national issues, politics et al, is not as valuable as the local category. 

Mutual said this makes it tough for the radio network service (Mutual 
owns no stations) to line up affiliates. They might have added that it al - 
so makes it tough to attract national and regional advertising to radio net - 
work programing . 

Getting back to the cigaret hazard warning on labels and advertising: 
the tobacco industry wound up its say last week before the House Commerce 
Committee and found the majority of the members sympathetic . 

The cigaret manufacturers' stand is now: defer action until medical 
and statistical studies are correlated into stronger proof than the "con- 
clusions" offered in the Surgeon General's report on smoking and health. 
Four North Carolina congressmen and a Virginia senator have obliged with res- 
olutions to bar FTC's rule for two years. 

Alan S. Donnahoe , who has a strong background as a statistician as well 
as being vp of the Richmond Times -Dispatch and News Leader , testified early 
in the week," said the FTC based its rule on a mandate that was statistical - 
ly biased , full of contradictions and highly inconclusive. 

He selected at random a number of odd findings culled from the seven 
unrelated surveys on which the report based its conclusions : 

The cigaret smoker who reaches 70 increases his life expectancy with 
more smoking from then on . Men who had smoked cigaret s for less than l£ 
years had a slightly lower mortality rate than non-smokers. 

"Discontinuing" pipe smokers had higher mortality rate than either 
smokers or non-smokers. " If these statistics can be believed, it is quite 
safe to smoke a pipe, but highly dangerous to discontinue the practice . " 

Also : cigaret smokers who exercise heavily live longer than non-smok- 
ers who take no exercise. Smokers among married men have about the same 
mortality rate as non-smokers who are single. Low income males have more 
than double the rate of lung cancer of high income males. 

Donnahoe backed his own doubts of the "too many variables" behind the 
report's conclusions with medical quotes : Dr. Joseph Berkson, Mayo medi- 
cal statistician, found "seriously questionable" the tie-in of cigaret smok- 
ing with so many types of diseases and deaths. Dr. William Cochran, lone 
statistician on the Surgeon General's advisory committee said biological 
mechanism must be found to prove smoking a cause of lung cancer. 

The tobacco spokesmen were warned by Representatives Springer and Rog- 
ers not to lean too far away from acknowledging any credence in the health 
factor in cigaret smoking . 

After all, said Rep. Springer, the millions spent in developing and 
advertising filters was proof that the manufacturers were both aware and 
trying to "do something" about the health problem . Tobacco people stoutly 
insisted they did it "to combat an inference." 



SPONSOR 




In December, l9tiG, 
Metromedia presented Mohini, 

the rare white tigress 
of Rewa, India, to the National 

Zoological Park as a 
gift to the children of America. 
Today, there arc two 
white tigers inWashington. 






POLITICAL 
DOLLARS 



The gradual disappearance of 
sponsor hesitancy to put advertis- 
ing dollars behind campaigns that 
would display their products next 
to — or in — political broadcast 
coverage at the national level is 
something now taken in stride. 

It wasn't too long ago that even 
contemplation of such a move 
would have taken all the courage 
the average client could muster. 
The "instant documentary" of a 
political party's convention was 
partisan politics of the first order, 
and the fear that consumers of op- 
posing political conviction would 
associate a product with the ana- 
thema of the other political side 
must have been a nightmare to be 
reckoned with. 

That such sponsorship came 
about is a tribute to agencies with 
the courage to suggest it, as well 
as to the advertisers who saw the 
public need for such coverage and 
pioneered the field. 

In this issue, Mel Silverberg's 
story takes a look at broadcast 
politics 1964-65. Probably the ma- 
jor highlight is the intense com- 
petition between the networks to 
win the ratings battle. This is re- 
flected in a tripling of network ex- 
penditures over their 1960 outlay. 
It's an expense no network can 
hope to recover totally, but the 
smooth selling of news and public 
affairs programs for some time, 
they feel, hinges on their show- 
ings. Witness the fact that, follow- 
ing the last presidential convention 
and election coverage, NBC, with 
a hatband full of rating feathers, 
was able to sell out its coverage 
of the coming conventions and elec- 
tion as early as April, 1963. 

Mel also takes a clinical look at 
political ad dollars going to groups 
and being spent at the local level. 
His story begins on page 23. 
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No-rerun in Portland 

I have read with much interest 
the article on page 22 of your June 
15th issue "Bucking the Summer 
TV Selling Trend." We heartily 
applaud the CJOH-TV experiment 
but hasten to say that this "experi- 
mental" summer program activity 
has become a well-watched, well- 
sold reality on WGAN-TV. 

Our extreme interest in this area 
began in the winter of 1961-62 
with increased awareness that 
Maine's summer visitors, number- 
ing in seven figures, came mostly 
from major population centers. 
With three network services avail- 
able, these viewers had been ex- 
posed to many programs that 
would normally rerun during the 
summer months, and would appre- 
ciate a variety of scheduling and 
fare. 

Our audience research led to the 
discovery that a substantial num- 
ber of tourists were from the 
French-language eastern provinces 
of Canada. Additionally, nearly 
100.000 permanent viewers in this 
market are of French Canadian de- 
scent. For this group, a popular 
CBC French Network program, 
"Dans tous les Cantons" was add- 
ed to our prime time schedule. It 
was telecast in French, with a small 
amount of English language nar- 
ration, a first on U.S. television, 
according to CBC officials. 

Our total prime time non-rerun 
programing in the summer of 1962 
was seven and one-half hours per 
week, involving time periods from 
7:30 to 10:30 p.m. on week nights 
Monday through Thursday. Pro- 
grams used ranged all the way 
from a first run feature to Dr. Al- 
bert Burke's thought provoking 
"Way of Thinking." 

Needless to say. our first season 
was a financial disaster. Loss of 
network revenue and additional 
program expense was not offset by 
the willingness of timcbuycrs to 
participate in our grand experi- 
ment. 

Armed with a selling slide pres- 
entation and enthusiastic viewer re- 
sponse from the previous summer, 
we visited advertisers and agen- 
cies, coast-to-coast, during the 



spring of 1963. National account! 
wanted more research and mora 
result information, but we werq 
encouraged by tangible interest 
from local and regional advertise 
ers. 

We commissioned Trendex tc 
survey four important resort area! 
during the summer of 1963. hop! 
ing that the resultant information 
would add significantly to oul 
story. 

Most importantly, Trendex tola 
us that 56 percent of our vacationJ 
er-vicwers watched nighttime tclcl 
vision. This verified something — 
another suspicion of ours that whila 
Maine is unsurpassed "vacation] 
land" it's no nighttime Las Vegas 
— people arc watching television! 

As of now, it has become appar- 
ent that increased program expenj 
ses during the summer of 196* 
will be partially borne by adverl 
tiscrs who will, in turn, share ir 
the benefits of audience incrcasi 
we have enjoyed in the 1962 and 
1963 summer seasons. 

Results have improved signifij 
cantly over 1963, both nationally 
and locally. Financially, wc turned 
the corner in 1963 and have head! 
cd up the next street in 1964. 

In addition to the 10 half-houl 
of non-reruns from CBS-TV wj 
will offer nine half-hours of fresH 
programing this season. Thus, near] 
ly one-third of our prime timj 
schedule is fresh and new. 

Is there another station offering 
this much? 

Our network. 1 hasten to add! 
has been cooperative, accepting dej 
lays and living with 12 and I. 
week pre-emptions. Syndicator 
have been helpful, too. allowing u 
to juggle playdatcs so that firs 
runs of a 38 and 14 series maj 
be held for summer play. 

We appreciate the contribution! 
of CJOH-TV in this hard foughj 
fight to make our business rul 
52 weeks a year. And. at the saml 
time, we would be delighted if vol 
could cast some light on our pidj 
neering efforts. 

William G. Wadman 
Froyram Director 
H'<7 AX-TV 
Portland. Me. 
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American Offers Movies, Tv, In-Transit Pictures 




Monitors in first and coach cabins will take "live" tv 
when on the ground, closed-circuit movies while out 
of telecast range, in-transit tv from camera in nose 



Now York — Television, both 
li\e aiul closed circuit, has become 
a weapon in the continuing com- 
petitive battle between Trans World 
Airlines and American Airlines. 
Stung by the success of I WAN in- 
flight movies, American has now 
entered the lists with the planned 
installation of television monitors 
(see photo) in all of the airline's 45 
707 and 720 Astrojets. 

It was pointed out that only one 
type of entertainment will be 
shown on the nine-inch screens at 
pn given time — live tv — when 
the plane is on the ground or cir- 
cling the field, closed circuit movies 
when the plane is out of range of 
local television stations, also in- 
transit pictures of terrain, tnkeoffs 
and landings from a remote camera 
in the nose of the plane. The camera 
has a wide angle lens making a pic- 
lure taken from 35.000 feet appear 
to be about 5000 feet away. 

Where local live tv is offered. 



N 
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BC-Owned Stat ions Get 
1000 Films for Local Use 

New York — NBC-owned sta- 
ll ions will now be able to draw on 
a 1000-film librarv to prepare spe- 
cial programs tailored to local mar- 
kka interests. Titled U.S.A. 1000. 
( the film library is composed of 
,.fullv -edited, two- to five-minute 
^film clips of a historical nature. 
Rnvmond W. Welpott. executive 
vice president in charge of NBC- 
ftnvned stations and NBC spot sales. 
3said that this was the first acquisi- 
tion bv the newly formed market- 
ing services department headed bv 
William S. Rubens. 

WNBC-TV New York has al- 
readv made use of the librarv. pro- 
ducing programs in such diverse 
areas as baseball, football and the 
modern papacy. 



> 



a stewardess will control the choice 
of station from a panel in the for- 
ward cabin partition. 

I here will be one monitor lor 
each two passengers in first class 
with the screen mounted between 
the seats. In coach, each monitor 
will serve nine passengers. 

I he passenger's options are 
watching whatever is on the screen, 
listening via a headset; listening 
to stereo music, also via a headset; 
or ignoring the in-flight entertain- 
ment altogether. 

I he new service was tested bv 
the airlines and the Opinion Re- 
search Corporation last Ma). I he 
test airplane covered nearly 100.- 
000 miles on various routes in a 



American 



. will *ir *ir in th» ttr 



two week period with favorable 
passenger reaction. 

American has alrcad) begun in- 
stallation of the monitors and ex- 
pects to complete it bv September 
26. Also, it is reported I nited Air- 
lines is stinking the rxissibilitv of 
offering inflight entertainment. 



Daytime Network Tv Territory for Tobacco? 

With Lorillard's good-sized daytime order for ABC-TV, 
speculators wonder if others will seek light of day 



New York — News last week 
that I', l.orillard had placed a rela- 
tivelv heftv davtime order with 
ABC-TV for the fall, set off spec- 
ulation that more tobacco billings 
ma) be crossing back over the 
prime-time meridian. 

Avowing no strategv switch in 
Lorillard's increasingly active par- 
ticipation in davtime ( sehooltime ) 
network, a com pun v spokesman 
said "broader exposure'' is the aim. 
But the ABC order — via I ennen 
& Newell for minutes in I'mc A 
Ri^hl and I ennewrt' I'rnw lord 
— is the second on that network 
for a l.orillard brand Schedules are 
current!) running for Spring 
(Grev ).' 

Kent and Spring are the onlv 
cigaret brands on the ABC- TV 
Mondav-Fridav davtime roster tor 
the fall. I he same two will be re- 
presented on NBC l\ davtime. 



however, with a Kent schedule 
which started last week and runs 
for 20 weeks in three afternoon 
shows. Spring's schedule, just 
ended, will pick up again in the fall 
with scattered minutes 

In addition. NBC has just signed 
R. J. Revnolds into the I o<lti\ show 
sUirtmg Jul) b through the end of 
the ve.ir, with multiple participa- 
tions each week, representing the 
first cigaret sponsor on that show 
snce 1^56. 

CBS- 1 \ . which to date has no 
ci :aret business for fall davtime. 
did have I onllurd in Us Morning 
Plan during Januarv March of this 
veai 

Nighttime network tv budgets 
are not alfected bv these moves 
into d.otiine. said I onllard (Kent 
spent vsMs, s<)<) „, network last 
vcar. according to IvB. Sprim; M,- 
30S.50O ) 
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B&B's Hobbs Takes His Plea for 
Ad Quality to Japanese Ad Agency 

Agency exec stresses increasing consumer sophistica- 
tion; calls for simple, bold, uncluttered advertising; 
says people are harder to please, sell, keep sold 



Tokyo — Continuing to hammer 
his theme of talking up to the con- 
sumer (see "Sponsor Week," June 
29) — this time before employees of 
Japan's largest advertising agency, 
Dentsu — Whitman Hobbs, senior 
vice president in charge of creative 
services, Benton & Bowles, Inc., 
declared that American tastes are 
becoming more sophisticated, more 
discriminating, and "their demand 
for quality is increasing day by 
day." 

Hobbs told his Japanese audience 
that Americans are "hungry for new 
products, new innovations, new 
ideas. They are becoming harder 
to please, harder to sell and keep 
sold, and they are becoming harder 
to fool and easier to bore." 

For this reason, Hobbs said, 
American advertising is changing, 
has raised its sights. "We are talking 
to a smarter, younger, more vital 
audience," he added. "And there is 
so much advertising that in order 



to be noticed at all, we must be 
very simple and clear and bold in 
what we say." 

In advising the Dentsu ad work- 
ers, Hobbs declared, "We say, keep 
the quality of your advertising high 
because quality is what today's cus- 
tomer is seeking. Keep your adver- 
tising simple. And uncluttered. And 
clear. And bold. Be interesting. Be 
friendly. Be yourself." 

He said that the philosophy be- 
hind all Benton & Bowles advertis- 
ing is a "strong, simple selling idea 
. . . dramatically presented. This 
is what we set out to find for every 
one of our clients; a campaign that 
is built around one bold, easy-to- 
understand, easy-to-remember idea 
that makes the customer want to 
buy our product." 

Principal reason for the Hobbs 
trip to Japan (one of the free 
world's bastions of commercial 
radio and tv) was to take part in 
Dentsu's 17th advertising awards 



Streisand Signs Three CBS-TV Specials 



New York — It may not be "un- 
paralleled and unprecedented" as 
Barbara Streisand's publicity people 
put it, but the star's just-signed con- 
tract for three CBS-TV specials 
does put her in the class of a hot 
tv property. 

Although CBS, as a matter of 
policy, is keeping mum about the 
actual money involved, it is sub- 
stantial. Miss Streisand's spokes- 
men claim it is in excess of $1 mil- 
lion over a two-year period begin- 
ning January I, 1965. CBS neither 
confirms nor denies. 

The contract calls for appear- 
ances in three specials produced by 
Miss Streisand's company and 
could ultimately cover a 10-year 



period in which, her spokesmen 
said, she would earn a minimum of 
$5 million. 

Claims that "no other performer 
has ever received such contractual 
concessions in his transactions 
with networks" are discounted by 
industry insiders. Any number 
of performers has been lured into 
tv, or from network to network, 
with contracts calling for big money, 
tax saving devices and other con- 
cessions. Jack Benny's move to 
CBS in early days is case in point. 

In four years as a performer. 
Miss Streisand has enjoyed a phe- 
nomenal career as a nightclub sing- 
er, recording artist and star of a 
Broadway musical. 




Hobbs (and Mrs. Hobbs) . . . "clean it up' 



ceremony. The B&B vice presiden 
was one of five members of thi 
Dentsu Selection Committee, Inter] 
national Advertising Division, wht 
decided on Japan's five advertising 
ad award winners for 1 964. Thl 
selections were made in New York 
on May 22 from entries submitted 
by 319 Japanese firms. 

Dentsu is one of the world's larg 
est advertising agencies, with bill 
ings of more than $200 million las] 
year. 

In commenting on the ads sub| 
mined, Hobbs, who had been \ 
judge two years earlier, declared] 
"This year the number of entriel 
worthy of consideration for ai 
award was considerably higher . . I 
In particular, there were more goo<| 
headlines, there was more gooJ 
copy, there were more interestinf 
selling ideas. In short, the qualit 
was higher." 

School Bells To Ring for i 
100 Radio-Tv Executives 

Washington — 100 radio an.i 
television executives from 35 state 
will be going back to school thj 
summer. Occasion is the Nations 
Association of Broadcasters' sale] 
management educational courses q 
Stanford University Gradual 
School of Business (Aug. 1 6-221 
and Harvard University Graduatl 
School of Business (Aug. 23-291 

Objective of course is develop 
ment of skills used in analysis anl 
solution of sales management prohl 
lems. 
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McCann Loss Is Burnett Gain in Nestle Pullout 



Leo Burnett wins lion's share of almost $9 million in 
billings in account switch; Warwick &. Legler gets 
rest; McCann will handle Nestle international 



While Plains, N.Y. — Leo Bur- 
nett is the major beneficiary of 
Nestle's SS.S million pullout from 
McCann-Erickson. The selection of 
that agency and, to a lesser degree. 
Warwick & Legler, suggests that 
broadcast media will continue to 
reap at least the three-quarters 
share of the shifting billings that 
it got in 1963. 

For if McCann-Erickson is 
among the top air agencies (it 
ranked fifth last year, spending $97 
million or 50 percent of its total 
billings in radio and tv). Burnett 
is not far behind. It ranked seventh. 



spending $90.2 million in air media, 
and might even be considered more 
committed to broadcast, as th.it out- 
lay represented 70 percent of the 
agency's total billings. Warwick \* 
Legler is an up-and-comer in the 
ranks. Last year for the first time 
it was included among the top 50 
radio-t\ agencies (No. 49). placing 
$9.2 million or 40 percent of its 
total billings in broadcast. 

Here's how the agency realign- 
ment breaks down: 

Burnett, which last February got 
Ouik milk additive from McCann 
($2.3 million), now uets Nescafe 



Collins: Broadcast Will Dress up Convention 

Says coverage will make for business-like atmosphere; 
also cites U.S. involvement in global broadcast 



h 



Berkeley, Calif. — Despite his 
impending civil rights appointment. 
LcRoy Collins, president of the 
NAB, continues as a spokesman 
for the organization — this time, 
predicting that radio and television 
will force substantial changes in 
the format of our national political 
conventions. 
£ I "The impact of television and 
radio coverage." observed Collins, 
.v-ii] speaking at the University of Cali- 
fornia, Berkeley, "will force the 
conventions to present a more or- 
derly and business-like atmosphere 
of to the viewing and voting public." 

Governor Collins, himself the 
65 I960 Democratic National Conven- 
'iwtion Chairman, said that the tele- 
«t> vision camera and a more sophisti- 
Mcated and better-educated A mer- 
it M lean people will "impel the parties 
to compete in the quality of their 
^ 'conventions as well as in the quality 
wJi»of their candidates." 
(*•'- Discussing party platforms. Col- 
* lins said tv will cause the political 
}-y parties gradually to abandon the 
^•formal campaign platform. "It is 
- ifiJ difficult." he said, "to present a de- 
pa* tailed platform to a television audi- 
ence and very dangerous to party 



unity to try to amend the proposed 
draft with the entire nation watch- 
ing. T here is a great possibility of 
the viewing audience misunder- 
standing the underlying issues in a 
platform fight.*' 

In still another address, this one 
before the 67th Congress of the 
American Optometric Association 
in New York. Collins had a word 
about communications satellites and 
the future of broadcasting. 

He said that the satellites which 
are whirling through space now are 
the "forerunners of do/ens more 
which will revolutionize our indus- 
try of mass communications. 

"In radio and television.** the 
NAB president continued, "with the 
coming of the satellite, the broad- 
caster is not about to become in- 
volved in international broadcast- 
ing next year, or next month — 
he is invoked now ." 

Collins further pointed out the 
I'.S. decision to "permit the estab- 
lishment of a privately financed and 
operated satellite corporation was 
an expression of confidence that 
American privately owned and 
operated broadcasting has much to 
offer to the world " 



($5 million). I ver Kead\ ( ocou 
ClHH.ol.tte Bars and MurseB 
Cookie Mix and ( htH.o-B.tkt. (to 
tahng about SlOO.OOO) (jmk 
spends about $2 million in mtwoik 
tv. most of the remaining hudgu 
m spot tv , Nescafe's tv outlav has 
been a bit under "si S million but 
it is active in spot radio 

Warwick <k Legler, which last 
year got Decaf Instant ( of fee and 
some new products from MeCann 
($2 million), now gets Nestea 
(about $3 million). Decafs tv 
budget is just under $500,000 (all 
m network ) and the account is also 
active in spot radio. Nestea spends 
about $2 million in network tv. 
^400,000 in spot tv 

VanSant. Dugdale. which has 
been handling some minor Nestle 
business (Crosse i\: Black well and 
Keen Instant Soft Drink), now gets 
Hot Cocoa Mix. but total billings 
at that agency arc still estimated at 
under $600,000. with \ery little 
broadcast involved. 

McCann-briekson will continue 
tii handle Nestle international ad- 
vertising. All other changes take 
effect October I 



Newspaper Audience Falls 
Below Number of Tv Sets 

New York — Tv has chalked up 
a new record for itself: for the 
first time the total number of tele- 
vision sets in the I S. has out- 
stripped the total circulation of the 
nation's daily newspapers 

According to the Television Bu- 
reau of Advertising, total sets in 
homes and public places reached 
60 million in L>63 while daily news, 
paper circulation totaled 5.VW mil- 
lion Newspaper circulation figures 
for l w 64 are not available, but the 
television set count had risen to an 
estimated M ° million as of Janu- 
ary 

In 1^62, newspaper circulation 
was still ahead of sets, ^.s mil- 
lion to 5S.2 million \nd in |w5(). 
the first year of 1 v B's comparison 
report, sets totaled 4 million as 
against 53. S million newspapers In 
the 13 years that followed, the 
number of sets soared to the tunc 
of 5^ million while newspapers 
rose bv 5 I million 
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HERE COME THOSE COONSKIN CAPS AGAIN! 

NBC Going All-Out on Daniel Boone Promo 



New York — In what has been 
described as tv's biggest promotion 
campaign since the days of Davy 
Crockett, NBC-TV will go all-out 
in its merchandising treatment of its 
new series, Daniel Boone, three 
months before the show premieres 
on September 24. 

Sponsors have also begun to join 
the Daniel Boone fold. Signed to 
date are Hoffman-LaRoche, Inc., 
Scott Paper, Union Carbide and 
Pharmacraft. 

In discussing the promotion cam- 
paign, Norman Lunenfeld, man- 
ager of merchandising, NBC Enter- 
prises, declared, "A wide selection 
of merchandise tied in with NBC- 
TV's new adventure series will be 
on the shelves of retail stores and 
supermarkets three months before 
the show starts." 

Buyers for retail chains and 
supermarkets will get a preview of 
both the merchandise and the pro- 
gram on July 16 in New York. 

This is the first time that a mer- 
chandising campaign based on a 
television program has been in- 
augurated before the program went 
on the air, Lunenfeld said. "En- 
thusiasm for the Boone image and 
its impact in the promotional field 
is already at fever pitch," he added, 
"and every indication is that its suc- 



cess will quickly assume record 
proportions." 

Licenses have already been signed 
for Daniel Boone teeshirts, pajamas, 
toy forts and soldiers, toy replicas 
of such frontier vehicles as wagons 
and canoes, Indian teepees, dolls, 
frontier jackets and trousers, a 
Daniel Boone hat, a cap-fired rep- 
lica of a Kentucky long rifle, bub- 
ble gum with frontier trading cards 



New York — Buffoon and bon 
vivant Alfred Hitchcock held a five- 
city press conference via closed cir- 
cuit to herald this fall's Alfred 
Hitchcock Hour on NBC-TV (Mon- 
days, 10-1 1 p.m., EST). 

Seated on a mock throne in 
NBC's Rockefeller Center studios, 
Hitchcock graciously permitted 
members of the press in four other 
cities to fire away at him — and 
proved that his reputation for wit 
and waggery is not undeserved. 

Interviewers, located in home 



and an unlikely piece of frontien 
equipment in the form of a Daniel 
Boone lunch kit complete with! 
thermos bottle. 

Also, franchises have been ne- 
gotiated for a fan club called tha 
Daniel Boone Trailblazcrs Club] 
Membership cards have already] 
been printed and are being offered 
to youngsters via a series of comicJ 
books. 



studios of WRC-TV Washington] 
WRCV-TV Philadelphia, WNBCl 
Chicago and KWY-TV Cleveland, 
could see Hitchcock on monitors 
but he could not see them. When* 
his hour-long grilling was over, thd 
famed director and tv mastcr-of-j 
ceremonies met the New York prcssj 
Asked if he would continue to 
disdain his tv sponsors, HitchcoclJ 
said he would "because they knowi 
a knock's as good as a boost. "j 
Among those who've already signec 
for his celebrated treatment are! 
Liggett & Myers through J. Walter] 
Thompson; Union Carbide througli 
William Esty; Polaroid, Doyle Dand 
Bcrnbach; Scott Paper, JWT; Hoffj 
mann-LaRochc, Inc., through Mc-I 
Cann-Erickson; Pontine, via Ma til 
Manus, John & Adams; Plymouth, 
N. W. Aycrs; Spcidel, McCann-^ 
Marschalk; Max Factor, Carson/ 
Roberts; Standard Brands, JW'l 
Chanel, Inc., through Norman. 
Craig & Kummcl. 

Liggett & Myers is in program 
on weekly basis, the rest have scat- 
tered minutes except for Standard 
Brands and Chanel, which are ii 
once or twice only. Thus program 
is, in trade terms, "in good shape.' 

As in the past, the HitchcocI 
hour will be a full-hour anthologj 
of suspense stories. 



Cigaret Sales Drop Since Warning 



Washington — With the Sur- 
geon General's report and subse- 
quent publicity, the sale of cig- 
arets has dropped sharply — 800 
million packs since the report 
was issued in mid-January, ac- 
cording to the Department of 
Agriculture. 

Logically, the big drop was 
immediately after smoking was 
deemed a health hazard — from 
I 5 to 20 percent. Later, the de- 
cline slowed up and cigaret sales 
are running about 6V2 percent 
under the previous year. 



The Agriculture Department 
said that between July and De- 
cember, 1963, cigaret consump- 
tion was 6.5 billion above the 
level of a year earlier, but the 
sharp decline wiped out the early 
lead. 

The department also pointed 
out that tobacco companies were 
attempting to meet objections 
indicated in the Surgeon Gen- 
eral's report, and some have in- 
troduced or are test-marketing 
new brands of filter-tip cigarets, 
most featuring charcoal filters. 



Hitchcock Closed-Circuits Press Conference 
On NBC-TV Suspense Hour Set for Fall 

The macabre knocker says he'll continue to rap the plugs; 
"the sponsors know a knock's as good as a boost" 
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etchum's Alcoa 90 Tops Entries 
At International Ad Film Festival 

[Stop-motion tv institutional for Alcoa closures awarded 
;rand prize; other American entries garner even dozen 
it the 11th annual competition in Venice 



Venice, lfnh> — Top honors 
Kent to Ketclurni, McLeod & 
■ rove. Inc.. at the Nth Annual 
International Advertising Film 
Vstival. Agency won the grand 
>rize lor television with its l )Q- 
kcond commercial for Aluminum 
"ompnny of America closures. 

With intensive screening by more 
(hail I 300 delegates to the festival. 

S. entries won 10 awards in the 
tv category and two citations in the 
•ineina or film classification. 

The prize-winning, stop-motion 
r\leoa commercial featured an 
lectronic sound track simulating 
lalking bottles, cans and jars. 
Kilcnce at the climax added a touch 
hf drama in the telling of an insti- 
utional protection story for Alcoa 
;losures. 

Campbell Mithun. Inc.. walked 
iway with two first prizes — one 
for its Mishavvaka Rubber Company 



TAPE SPOTS AT FAIR 




IThe Tower cf Light, World's Fair beacon to 
pilots approaching New York, is spot- 
lighted in new United Airlines commercial, 
soon to be heard on over SO radio stations 
; Spokesman Rod Mitchell and singer-actress 
Anna Maria Alberghetti turn on the tower. 
Spontaneous applause and cheers from the 
crowd constitute background to Mitchell's 
Mies pitch. 



"Spring- .Snrong-Ualloon" for Red 
Hall tennis shoos. I lie spot showed 
a small boy and a dog trying to 
catch a balloon unsuccessfully 
until they stop in a shoe store 
and ilon a pair of Red Hall shoes. 
The second first prize winner was 
for Gold Seal Company's glass 
cleaner, a 60-second spot. "Gobbles 
Dirt." which was a comedy dem- 
onstration of a glass cleaner meet- 
ing dirt and gobbling it up. 

Doyle Dane Hernhach also 
garnered a first prize for its 60- 
second Volkswagen of America 
snow plow commercial. 

Youiiij & Rubicam drew a sec- 



ond prize foi two in a sent of 
(>0 second eoninii ru.i! for John 
son \' Johnson Hand- \kK Dnk 
Dane Hcrnbaih received two dip 
lorn. is of recognition in tv for a 
Polaroid spot. "Sleeping H«n." irul 
for its I aura Scuilder I'ol.ito ( hip 
"Hoy Scout" commercial, anollur 
diploma to Camplvll bvvald for it 
"Cannon Halls" entry for Chevrolet 
irucks, diplomas went to MHO \ id 
eotronies for its White Owl ( ig.ir 
"Sidewalk Cafe," and to I eo Hur- 
nett Co. Inc.. for its SJilitz coni- 
mercial, "Pierre Skater." 

I be cinema award winners in- 
cluded a second prize to Camplvll 
Hvvald for its 55-mmute Chevrolet 
film, "Pinnacle, " and a diploma 
of recognition to Gerald Schnitzcr 
Productions for its entrx, "brozen 
Action." also for Chevrolet. 

Winners were selected front al- 
most I000 entries. 1 1, S. judges 
included Richard I.. Celb. presi- 
dent of Clairol. Inc.. and Gordon 
Webber, vice president and direc- 
tor of broadcast commercial pro- 
ductions, Henton it Howies. 



4A Consumer Study Fieldwork Nears End 



New York - Final fieldwork is 
being completed and results tabu- 
lated in AAAA's ambitious study- 
in-depth of consumer reaction to 
advertising in general and to spe- 
cific advertisements. Hut comple- 
tion of the project is well in the 
future. 

With AAAA's research people 
working with Harvard in an effort 
to do a detailed, objective study, 
and the mass of information anil 
analysis necessary, chances are the 
report won't be published by Har- 
vard until the fall of 1 965 but — 
some interim reports of progress 
are anticipated. 

Harvard has fed the results of 
its fieldwork to AAAA in New 
York where it has been tabulated 
The next step, and the big one. is 
analysis. 

First analytical phase of the study 
was revealed at the AA.AA's April 
meeting. At that time. Donald L. 
Kanter. Tatham-Laird. Inc., Chi- 
cago, chairman of the AAAA Com- 
mittee on Research, said. "We have 
tried to represent reliably, consumer 
reaction to advertising in general 
and advertisments in particular. We 



have given the consumer his da\ in 
court and we have tried to reflect 
his views as precisely and fullv as 
we know how to do so." 



STV Pushes Culture Hard 
Prior to West Coast Debut 

l.os Vngeles — Subscription I de- 
vision. Inc.. continues to trot out 
its "cultural" big guns in advance 
of the system's bow in I os \n- 
geles on JuK 1 7 and San I raii- 
cisco on August 1 4 latest SIV 
announcement is that Arthur 
Schlesinger, Jr , Max I erner and 
William Laurence would comprise 
the first group of lecturers in a 
series of informational programs to 
be offered subscribers. 

Last week (see "Sponsor Week"). 
STV announced the entrance of 
Sol Hurok into the fra\ and a sc- 
ries of concerts b\ name artists. 

Sehlesineer will discuss "The 
World We Want and How To Get 
h" on his S I V appearance I erner 
has chosen "the Revolution of 
Values ** Laurence will lecture on 
"The Next K>0 Years in Science " 
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Record $90 million budget switches 

Headache and airline accounts may not have 
an affinity for each other, but in terms of cate- 
gories they held the spotlight in advertiser migra- 
tion during the first six months of 1964. The 
agency switches of Buffcrin and Alka Seltzer rep- 
resented $20 million between them, while the 
shuttling of Eastern, National and Continental 
airlines toted up $14.5 million. Among the bud- 
get shifts of the first half of this year — all with 
substantial stakes in air media: 



ADVERTISER 


FROM 


TO 


$ BILLINGS 
(in millions) 


Alka Seltzer 


Wade 


Jack Tinker 


11 


Nestle Co. 


McCann- 
Erickson 


Burnett, W&l 
Van-Sant 


10.5 


H. J. Heinz 


Maxon 


DDB, SSC&B, 
KMacL&G 


9.5 


Bufferin 


Y&R 


Grey 


9 


Eastern Air 


Benton & 
Bowles 


Y&R 


8 


U.S. Tire 


Fletcher 
Richards 


DDB 


6 


Pepsodent, etc. 


FC&B 


OBM, SSC&B 


5 


Metrecal, etc. 


K&E 


Undetermined 


5 


Kaiser Jeep 


NC&K 


Compton 


4.5 


National Air 


Papert, K&l 


K&E 


4.5 


Lestoil 


F&S&R 


laRoche 


4 


Quaker Oats 


Compton 


DDB 


3 


Tender Leaf 


JWT 


Bates 


2.5 


Drewrys 


MacFarland 


DDB 


2 


Continental Air 


JWT 


McCann- 
Erickson 


2 


Wrigley 


EW-R&R 


Kudner 


1.5 


Guild Wine 


Cappell, P&R 


Compton 


1 


First National City 


BBDO 


LaRoche 


1 


Frito-Lay 


EW-R&R 


Y&R 


1 


Tv's bonanza in 


specialty 


areas 



People who talk about the relatively static 
status of nighttime network tv program sales may 
not be aware of the rapid development and ex- 
pansion of revenue in other network areas, 
particularly in the specialty field. Take sports, 
for instance: at the rate it's been going, sports 
should reach close to the $90 million mark next 
season. Three or four years back the tally 
wasn't half that. Then there's news: with the ex- 
pansion of the Huntley-Brinkley, Cronkite, 
Cochran programs to 30 minutes, the income 
has jumped at least $25 million. (This is based 
on an added 1250 commercial minutes times an 
average of $20,000 per minute.) Add to this 
the sturdy growth of daytime television and the 
fact of Tonight and today selling at full rate 



and you've got altogether a pretty vital medium 
in terms of both the exchequer and viewer in- 
ducement. 

Big first half for DDB, F&S&R 

Doyle Dane Bernbach has eome out the 
strongest — and by quite a margin — in the 
backing and filling of account transfers during 
the initial six months of this year. It was also 
a Fuller & Smith & Ross period of well-being. 
Following is how some of the agencies balanced 
out: 





Total 


Total 




Acc 


ount Gain 


Account Loss 


Balance 


Agency (in 


millions) 


(in millions) 


(in millions) 


Doyle Dane Bernbach 


$15.5 


$ 3.5 


+ $12 


Fuller & Smith & Ross 


11 


4.5 


+ 6.5 


Young & Rubicam 


9 


9 


0 


McCann-Erickson 


2 


10.5 


— 8.5 


J. Walter Thompson 


1 


4.5 


— 3.5 


Benton & Bowles 


5.5 


8 


— 2.5 


Compton 


7.5 


9 


— 1.5 



More cigarets for spot radio 

Spot radio continues to be the summer bene- 
ficiary of cigarct campaigns in burgeoning mea- 
sure. R. J. Reynolds put Salem (Esty) into a 
special eight-week run for a limited number of 
markets. Lorrillard (Lenncn & Newell) is ex- 
panding schedules for Newport while American 
Tobacco has Lucky Strike and Tareyton 
(BBDO) alternating flights. There's been a cut- 
back on Pall Mall, temporarily. You'll recall 
that following the U. S. Surgeon General's re- 
port there was a slowdown on advertising of 
the straight eigarct brands. Mainly to revise com- 
mercials. The straights are now pretty much back- 
to where they were in spot radio. 

Cigarets' tv $31 million in 4th quarter 

The harried eigarct makers arc definitely not 
pulling in their dollars from network tv come 
the last 1964 quarter. The top six tobacco com- 
panies will have record outlays for that period. 
At least one of them, American, requires addi- 
tional support. It's pushing hard on two new- 
comers, Carlton and Montclair. while in the 
wings there's Half-n-Half. Worthy of note is 
this: the competition isn't joining with American 
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111 shving aw a) from sports. During the final 
quarter R. J. Reynolds, Philip Morris and I onl- 
lard, jointlv. will underwrite sports broadcasts to 
the tunc of around $(> million. hollowing is 
Skinsuk Scon's breakdown of cigaret eomniil- 
nicnts for the fourth quarter on the basis of 
commercial minutes. 



NIGHT 

ADVERTISER PROGRAMING 


SPORTS 


ESTIMATED 
BILLINGS 


R J Reynolds 


149' 2 


66* 


S 6.700,000 


American Tobacco 


189 


0 


6,650.000 


Philip Morris 


76 


72" 


6,300.000 


Brown 4 Williamson 


136' 2 


0 


J. 600,000 


Liggett 4 Myers 


108 


0 


3.800,000 


Lonllard 


58 


35**' 


3.100.000 


TOTAL 


717 


173 


$31,100,000 


• Wide World of Sports, East-West Game 
** NFL regular and championship games 
**" Summer Olympics 





I s ABC-TV scoutin g P&G's Bob Short? 

Report out of Cincinnati last week was that 
X.BC-TV was trving to lure Mob Short, who is 
in charge of P&G daytime programing, into that 
area at the network. ABC-TV\ version: the 
recent luncheon in New York which Short at- 
tended as a network guest was strictlv of a client- 
seller nature and did not involve a job offer. 
Short has been with P&G for over 17 vears and 
at one time was in charge of nighttime pro- 
lamine 



NBC-TV bustles with daytime buys 

NBC-TV davtinie sales had quite a new 
and renewal business-week for itself. The orders 
for the fall included: Vick Chemical (cold rem- 
edies). Hartz Mountain Bird Seed. Menlev A. 
James' Contac. GE\s Lamp Division. Union Un- 
derwear. Squibb. 3M Co. Here are renewals; 
Miles Laboratories. Jergens. Hristol-Mvers. Night- 
time sales for the fall are still in a lull. Apparcntl} 
— as sales figures it — thev re waiting for the 
bargain signs to go up. 



Latex puts $6 million into network 

International Latex has committed itself for 
$6 million in network davtime tv . The budeet 



ihe hulk of it coining from si-mi has been 
whacked up among ihe three networks, with 
("US- 1 \ getting mure than the others and NIH 
TV a little more ihan ABC -IV I ate\ niav ex- 
pand its investment into nighttime to reach the 
girdle and bra hnvers who have jobs outside ihe 
home, (lor ihe piggyback siuialion that led up 
to I alex' neiwork action see June 2 1 ' Si'ossok 
Sioim.) P S IvB crediis latex with an ex- 
penditure of $1.7 million for network television 
in IWiJ. 



Miami radio looks to association 

Miami radio stations are exploring ihe possi- 
bilities of setting up their own market associa- 
tion. Chances of this are quite promising hew 
markets have their own organization of radio 
broadcasters. Mam purpose of such an alliance 
is to: (I) strcngihen radio's over-all position in 
the market; (2) sell the market as a radio niai- 
ket; (3) upgrade the local agencies' abilitv to 
use radio. Reaching back. Los Angeles has had 
a radio station association of its own for over 
20 vears. 



Scott plows preemptions into daytime 

There could be a lip for iv stations and 
others in this: whai Scott Paper is doing with 
the monc\ from nighttime spots it expects to 
have preempted bv the Democratic and Repub 
lican conventions. It's allotting it to das tune as 
ihe preeiiipiions take place. That's the wav it'll 
happen at NBC-TV. anvwav. Most advertisers, 
in the event of public events preemptions, have 
made it a policv to put such nioncv in their 
pockets rather than take make-goods. 



What will it be after Vitt? 

Management at Dohcrtv. Clifford. Shenfield 
i\. Steers has this nut io crack: whether to return 
its tv having operation to distinct media and 
program heads or to continue with a single v p 
over boih. Decision-searching brought on bv Sain 
Vin's leaving io become chief aide io Dick Pmk- 
hani at Bales. Julv 20. \ itt functioned ai IX S\S 
as head of media and tv programs, which are 
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Pinkham's twin areas. What Vitt's joining Bates 
will do to that agency's media-programing or- 
ganizational structure will probably not be mani- 
fest for a week or two. Vitt moved into DCS&S 
eight years ago from Biow where he had been 
a timcbuyer. 

B&B loaded with test products 



Happy tidings for spot out of General Foods 
and Benton & Bowles. GF's two test products, 
which are described as having a fabulous out- 
look — if they click: (1) Sodaburst, now in 
three or four southern tv-radio markets; (2) 
Birdseye Vacuum-Sealed Seafood, in two midwest 
tv markets. Sodaburst's a frozen cylinder which, 
when dropped into water, becomes an ice cream 
soda with syrup. The seafood line consists of 
fillet of steak, codfish fingers and scallops with 
lime and sauce packed in a cellophane envelope 
ready for boiling. Another product in test out 
of B&B: Mead, Johnson's Good Measure, with 
the starting line consisting of a canned beef stew, 
a chicken mixture and a chili eon carne. This 
piece of business could go as high as $4 million. 

ABC hesitant re Colgate's 'Challenge' 

ABC-TV's Tom Moore and Colgate evidently 
can't see eye to eye about spotting Colgate's 
new daytime serial, Time of Challenge, into the 
network's 3:30 to 4 p.m. strip this fall. Colgate 
likes to control its program when it can and 
Moore isn't disposed to go along. Challenge, 
written by Peer Oppenheimer, would follow 
General Hospital. Colgate owns The Doctors, 
currently on NBC-TV. Some hope may be held 
out to Colgate: ABC-TV wants to survey the 
whole field of daytime product availability be- 
fore locking-in the fall schedule and there's al- 
ways the possibility of a change of attitude over 
the course of a month. 



Decision on 'Queen' deferred 



ABC-TV has not as yet given Queen for a 
Dav official notice but it is now considering 
replacing it this fall with Donna Reed reruns. 



The network says that it's still up in the air about 
Queen and is scrutinizing the strip's ratings close- 
ly from week to week. Meantime, NBC-TV day- 
time programing reports that it has been solicited 
by a representative of the Queen packager. The 
show, as a tv operation, had originally been 
with NBC. 



New sports idea for local tv 

New programing idea making the rounds of 
Madison Avenue: Benny the Fan. It's for devel- 
opment at the local level. Based on split-screen 
technique. Invited fans submit questions and pre- 
filmed sports celebrities answer them. Price being 
asked for 25 markets, with the show to be sched- 
uled between 6 and 8 Sunday evening, is $20,000 
a commercial minute. 



Tv not moving in moving business 

Bureau of Missing Business for tv: the mov- 
ing, hauling and storage category. According to a 
Michigan University study, 37 million American 
families will move this year and there are 18,000 
moving van operators, but as far as tv is con- 
cerned revenue from all this is on the vanishing 
side. Last year the whole industry spent $655,- 
900 in spot and $68,700 in network tv. The 
increase over 1962 was negligible. Coming down 
to the latest figures — a comparison of spot tv 
for the first quarter of each of last three years: 
1962, $212,600; 1963, $290,400; 1964, $10,- 
200. 



Madison Avenue's Friday fadeout 

Stations waiting on a Friday afternoon for 
a confirmation out of New York may have to 
reconcile themselves to this: the decision-maker 
may, like a lot of his fellow Madison Avenucites, 
have succumbed to the Friday afternoon fade- 
away. Put more plainly: the four-and-a-half- 
days-a-week syndrome. Attending the Friday 
seram is a special ritual. On the way out the 
boss tells his secretary that it'll be a longer lunch 
than usual. The sophisticated secretary knows 
her cue. Callers are assured from 2 o'clock on 
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he'll he hack any minute. Of course, they might 
as well forget ahout it. And the rep salesman 
cheeking the confirmation'.' If he's conscientious, 
chalk him up as a case of Friday frustration. 
Incidental!}, one thing upper rep echelons arc 
quite sensitive ahout: am cracks ahout them- 
selves making the week less than a full five-das 
one. Somebody has to serve as a model. 

Problem of the integrated commercial 

They could really be reaching for reasons, 
hut some of the major advertisers with big stakes 
in piggybacks cite the complexity of agency copy 
philosophy as being detrimental to the multi- 
brand integrated commercial. An elucidation of 
this viewpoint: one brand manager prefers the 
hard sell and he expresses preference for an 
agency with the expressed outlook of a Hates. 
Another brand head in the same corporate setup 
leans to the soft sell and he wants his commer- 
cial done by an agency in the corporation's stable 
of the Ogilvy, Benson & Mather type. '1 hose 
corporate powers argue that their hands are tied 
with regard to this problem. The) can only coun- 
sel the brands, since the brands are completely 
responsible for their individual success. 



sales and programing department ( I ) bred 
Pierce, from vice-president of research, sales 
planning anil sales development, to vice president 
and national sales director, lie reports m James 
Dully, v.p in charge of sales. (2) Id Hleier, 
from national sales director to v.p. in charge 
of daytime sales and daytime programing. N ale 
Roe. daytime sales director, and Armaiul C irant . 
daytime program director, rc|*>rt to Hleier. who, 
in turn, reports to both Duffy and lid Sehcrick. 
v.p. in charge of programing. This two-way 
hand holding for Hleier is a first in the ABC'-'IV 
hierarchy . 

Metrecal to OBM, NL&B or FC&B 

Looks like either Ogilvy, Benson \ Mather 
or Need ham. Louis & Brorby will inherit the 
Mead, Johnson chunk of business centered 
around Metrecal (55 million) just lost by Kcnyon 
A. l ckhardl. boote. Cone cV: Belding. Chicago, is 
also in the running. Altogether 10 agencies pitch- 
ed for the account. Ted Bates was eliminated last 
week because Mead. Johnson's two baby products. 
Pahlum and BiB (an orange drink for babies) 
were in conflict with another Bates account. 
Cream of \\ heat. 



Gift Star hopes to go national in '65 

You might look for Art Porter's new trading 
stamp concept. Gift Star. Inc.. to go national 
in tv in early 1965. This is the coupon-in-ihc- 
packagc twist which recently made its debut in 
regional tv. The account is at FS4R. Porter, 
who's Gift Star's operating executive v.p.. was 
formerly media director and account executive, 
in turn, at J. Walter Thompson. Instead of sell- 
ing the gift exchange coupon or stamp to the 
merchant. Gift Star makes the deal with the 
manufacturer. The account is expected to reach 
$8 million by the time it's ready for national 
action. 



ABC-TV's new daytime dichotomy 

For those doing business with ABC. here's 
the latest revamp of who's who in the network's 



American Airlines renews for radio 



American Airlines will go on with its spot 
radio midnight-to-dawn music format for another 
five years. \ ia DDB. rate increase negotiations 
have been concluded with 10 radio stations in 
that number of markets. Most of the extensions 
take after December 31. The airline's associa- 
tion witli the medium is in its 1 0th consecutive 
year. 

National spot radio holds '63 pace 

A Sponsor Scopl check among key reps 
indicates that the second quarter of 1964 was 
up to last year's level in spot radio revenue, if 
not fractionally better. Another impression from 
the consensus: whereas last June's national sales 
were stronger than May's, it was just the reverse 
this vear. 
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Neglect Florence? As well neglect spring, or Beethoven, 

or supermarkets. Cynosure of connoisseurs of beauty 
and tv buying, Florence is one of a kind: the 
nation's largest single-station market effectively serving a 
active agricultural-industrial area. 



WBTW 

Florence, South Carolina 

Channel 13 • Maximum power • Maximum value 
Represented nationally by Young Television Corp. I 

A Jefferson Standard Station affiliated with 
VVBT and WBTV, Charlotte 
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Advertisers have the opportunity 
to reach tremendous numbers 
of homes through participation in 



most extensive political coverage 



Sponsors are 
'sure winners' 
in '64 election 



■ Ni rwoRK sponsors alone are pouring a minimum 
of $12 million into the conventions-through-election 
coverage of the broadcast industry's most evpenshe 
and cxtensKe political event: I l J64\ presidential cam- 
paign. 

Comparative!) , advertisers in 1960's network co\- 
erage spent over $17 million, a figure that will he 



the broadcast industry's 
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reached this year only when all 
remaining time is sold. 

Nevertheless, sponsors will be 
cashing in on the tremendous pub- 
lic interest generated by the na- 
tional election, which four years 
ago, according to Nielsen figures, 
attracted virtually every one of the 
nation's 45.2 million tv homes for 
an average of 20 hours of viewing 
(conventions, debates and election 
night telecasts). 

In the present campaign, unlike 
1960 when the conventions and 
the election were each sold separ- 
ately, network advertisers have an 
opportunity to buy a package of 
time in programs prior to, after 
and including the conventions and 
election. 

"Blue chip" advertisers, such as 
Gulf, Xerox, American Tobacco, 
Purcx, etc., are examples of the 
notable companies attracted to 
political sponsorship. 

The networks, too, see import- 
ant and material advantages accru- 
ing to the "winner" who excells 



in coverage, and are accordingly 
budgeting outlays far beyond 1960 
expenditures. 

They are spending between $24 
and $28 million (at least three 
times 1960 totals), and will re- 
gain no more than 70 percent if 
a sellout is achieved. To date, 
ABC has contracted for half its 
available minutes; CBS has sold 
five-eighths; while NBC sold all its 
time to Gulf Oil more than a year 
ago. 

Industry sources believe that 
the network winning the election 
rating battle will attract the lion's 
share of sponsor dollars and view- 
ers to its news and public affairs 
programing, for perhaps several 
years to come. 

The approximately $800,000 that 
the three networks spent in New 
Hampshire, the nation's first 1964 
primary, set the tone for the even 
more extensive coverage given the 
primary contests that followed. 
(The New Hampshire costs prompt- 
ed the observation that the ex- 



NETWORK ELECTION PACKAGE 


SPONSORS 




Portion of 


Sponsor Agency 


Package Bought 


ABC* 




Xerox Papert, Koenig, Lois 


One-third 


Brown & Williamson Post, Keyes, Gardner 


One-eighth 


Clairol Foote, Cone & Belding 


30 Minutes 


Liggett & Myers J. Walter Thompson 


One-fourth (Radio 


Network only) 


CBS 




American Tobacco BBDO 


One-fourth 


Institute of Life J. Walter Thompson 


One-fourth 


Insurance 




Socony Mobil Ted Bates 


One-eighth 


NBC 




Gulf Oil Young & Rubicam 


Complete 


* ABC offers separate packages for radio and fv. 





penditure was nearly enough tj 
have transported all voters froi 
Manchester to New York, wherd 
they could have east their ballot! 
in the networks' studios.) 

Additionally, elaborate and 
costly arrangements for the Rm 
publican conclave in San Francisco 
(starting July 13), the Democratic 
convention in Atlantic City (Aug! 
24), and the Nov. 3 election, havq 
been set. 

One cooperative arrangement 
however, designed to save money 
is the Network Election Service 

For the first time, the networks 
joined by AP and UPI, will poo 
their election night vote-countinl 
operations in a $1.6 million venj 
ture. Hailed as a "great step for] 
ward" in the gathering and dia 
semination of news, the joirj 
operation will save the network^ 
at least $1 million collectively, aej 
cording to the best estimates. Thjj 
will not be passed along to spoil 
sors, but it may lay the ground 
work for future cooperation thai 
could lead to reduced charges t< 
advertisers. 

The arrangement still leave: 
each network free to continue in 
dividual election analyses of thj 
meaning of the returns. At thl 
same time, it removes a potential 
source of friction among the thrc 
networks and confusion for th| 
public. 

At this time of year, the Dem 
ocraLic and Republican National 
Committees both become sponsors 
They made their first buys of fiva 
minute program segments on CB9 
and similiar buys on the other nee 
works are expected shortly. In l\M 
last presidential election, the conl 
mittees spent well over $300, 00| 
on the networks alone. 

The national spot picture, ael 
cording to station reps, shows littl 
advertiser activity, but a pickup i 
expected after the convention! 
Blair, station representatives, howl 
ever, report substantial sales fd] 
its package plan. 

Election coverage plans of th 
various networks during the carrl 
paign period arc as follows: 
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SPONSORS FOR TV NETWORK POLITICAL SPECIALS 



ABC-TV 

Minutot 
Available 



Progrom 


Sponsor 


Agency 


Date 


Length 


in Progrom 


The Womon's Touch in Politics 


Purex 


Edw. Weiss 


July 1 1 


Holf-hour 


None 


Second Women's Show 


Purex 


Edw. Weiss 


Aug. 22 


Holf-hour 


None 


Compoign Coverage 


Xerox 


PKL 


Sept. 16 


Holf-hour 


None 


Compoign Coveroge 


Xerox 


PKL 


Sept. 30 


Holf-hour 


None 


Campoign Coverage 


Xerox 


PKL 


Oct. 14 


Holf-hour 


None 


Compoign Coveroge 


Xerox 


PKL 


Oct. 28 


Half-hour 


None 



At leait 18 more hourt of specio/i ore included in fhe ABC-TV election pocioge. 



CBS-TV 



Program 

The Greot Conventions, Port I 

The Great Conventions, Port I 
Other spec'o/s to be onnounced. 



Sponsor 

Nestle's 
Bristol-Myers 

Mennen 



Program 

Five highlights of convention 
plotform meetings 

Pre-convention show 



Sundoy 

Meet the Press 
Convention Preview 
Choosing o Condidote 

Five highlights of convention 
plotform meetings 

Convention Preview 

Sundoy 

Meet the Press 
Convention Preview 
Eight pre-election speciols 



Post-election speciol 



Agency 

McCann-Erickson 
OBM 

Grey 



NBC-TV 



Date 
July 8 

Aug. 19 



Length 



Minutes 
Availoble in 
Progrom 



Hour Participations 



Hour Participations 



Sponsor 



Agency 



Dote 



Length 



Abbott Lobs Tothom-Laird July 6-10 Half-hours 



Stondord 
Brands 
Abbott Lobs 

Abbott Lobs 

Abbott Lobs 

Gulf Oil 

Abbott Lobs 
Stondard 
Bronds 



JWT 



/ 



July 8 
Totham-Loird \ 

Tothom-Loird July 12 

Tathom-Loird July 12 

Y&R July 12 

Tothom-Laird j 
JWT July 30 

\ 



Abbott Lobs Tothom-Loird Aug. 17-21 



Abbott Lobs 
Abbott Lobs 
Abbott Labs 
Gulf Oil 
Benrus 

Abbott Labs 
Hortford Ins. 

Sherwin- 
Willioms 

Benrus 

Sherwin 
Willioms 



Tathom-Loird 
Tathom-Loird 
Totham-Loird 
Y&R 

West, Weir 
& Bartel I 

Tatham-Laird 

McConn- 

Morscholk , 

Griswold- J 
Eshlemon 



Aug. 1 9 
Aug. 23 
Aug. 23 
Aug. 23 



Sept. 12, 
17, 22, 29 
Oct. 4, 13, 
27, Nov. 1 



West, Weir 

& Bartel 
Griswold- 
Eshlemon 



Nov. 4 



Hour 

Holf-hour 

Hour 

Hour 

Hour 

Holf-hours 
Hour 

Holf-hour 

Hour 

Hour 



Hours 



Hour 



Minutes 
Available 
in Progrom 

15 



2 
5 

None 



15 

5 
2 
5 

None 



None 
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ABC 

ABC is the sole network to of- 
fer sponsors separate packages of 
tv and radio time, rather than a 
combination of both. 

On a sold-out basis, its tv spon- 
sors are collectively guaranteed a 
minimum of at least 345 commer- 
cial minutes. Roughly half has been 
sold to date, while radio has at- 
tracted an advertiser for about 
one-quarter of available time. 

Xerox, via Papert, Koenig, 
Lois, will sponsor one-third of 
ABC's tv convention and election 
night coverage. 

Brown & Williamson has taken 
a one-eighth portion of the tv pack- 
age, through Post-Kcyes-Gardner. 
And Clairol (Foote, Cone & Beld- 
ing) has bought approximately 30 
participating minutes. 

ABC's outlay is about $6 mil- 
lion for its coverage, and it will 
recoup no more than two-thirds 
of this if all available time is sold. 
Excluded from this estimate is the 
loss of revenues from pre-emption 
of regularly sponsored programs. 

Unlike, 1960, when ABC Radio 
broadcast the entire convention 
activities, the network this year 
offers radio advertisers a package 
plan. It consists of: half-hour pre- 
convention and pre-election spec- 
ials, five minutes of news on the 
hour and half-hour (direct from 
the conventions), plus full elec- 



Guests of ABC at special luncheon are (left to right): Lee Pratt, broadcast supervisor f J 
.1. Walter Thompson; Liggett & Myers advertising manager H. Copland Robinson, Jr., arj 
Lawrence W. Bruff, L&M's advertising vice president, with ABC's Moore and Goldenso 
Liggett & Myers, via JWT, will sponsor one-quarter of ABC radio's political packag 



tion night coverage. A minimum 
of 245 commercial minutes (plus 
billboards) are available. Liggett & 
Myers has purchased a one-quar- 
ter sponsorship. Agency is J. Walter 
Thompson. 

ABC's radio sponsors for the 
last presidential election were 
Philco and Mennen, both for con- 
ventions and election. 

Some 1 8 hours of video specials 
also have been scheduled, some 
included in the election package. 
Additionally, a number of regular 
weekly programs that will have a 
political bent are in this lineup. 

Xerox will also sponsor, in full, 
four alternate Wednesday night 
half-hours of campaign coverage 
(Sept. 16, 30, Oct. 14, 28). Purex, 



through Edward Weiss, has bougr 
sponsorship of two half-hour pra 
convention specials, featuring Lis 
Howard in The Woman's Touc\ 
in Politics, set for July 1 1 an 
Aug. 22. Sunday's Issues ani 
Answers, sponsored on alternat 
weeks by Nationwide Insurance 
will originate from the conventio| 
sites on July 12 and Aug. 23. 

The five ABC-owned tv statiorl 
arc selling packages and spots f(| 
local time and network adjaceij 
cies, and collectively have soli 
about 75 percent of all availabl 
time. This includes cutaways f(J 
local news during the convention^ 
and five minutes to and 25 min 
utcs after the hour on elcctic 
nisht. 




Signing for Xerox' third-portion of ABC's coverage is Donald L. Clark 
(I), with Elmer W. Lower, ABC president of news, special events. 




ilFGRNIA 



ABC-TV's anchor men Howard K. Smith (I) and Edward P. Morgan I 
the job, with an assist from Burroughs computer in backgrourl 
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Breakdown by station for pack- 
iges :ind spot tic -ins shows; 

1. WHKH-TV Chicago, sold out 
or conventions and election. I -in — 
ire sponsorship taken by Lcstoil 
ind Shell Oil. each with one of 
wo packages. 

2. VVXYX-rV Detroit, sold out 
or conventions and election, on 
H»th a package anil spot basis. 

3. K ABC-TV Los Angeles. ex- 
vcting a 50 to 60 percent sellout. 
The outlet is now offering time 
>n a spot-only basis. 

4. WABC-I V New York, SO 
k Jpercent sold for conventions, cx- 
*" pects to be 100 percent sold by 

lirtime. Election night is fully 
«ponsored. 

5. KGO-TV San Frnncisco. 
which is fully sponsored for both 

onventions and election, on a spot- 
only basis. 

The ABC conventions and elec- 
tion night news team will be an- 
•Ichored by Howard K. Smith nnd 
'•Edward P. Morgan, and will uti- 
lize special talent at the conven- 
tions. 

Former President Eisenhower 
'will be an on-the-air consultant 
\luring the Republican conclave. 
And Democratic Senators Hubert 
• H. Humphrey (Minn.) and Sam J. 
Ervvin (N.C.) will join with Arthur 
Schlessinger. Jr.. historian and 
former presidential advisor, in cov- 
^icring their party's convention. 

At the two sites. ABC will have 
special equipment on hand. A 
compact and transistorized "televi- 
Msion station" known as the "Nevvs- 
jjchief" will provide "flexible cover- 
age." It is n self-contained video- 
tape unit combined with micro- 
wave transmitters and receivers. 
Produced by the Sylvan ia subsid- 
iary of General Telephone, the 
unit was first used by ABC at the 
Winter Olympics. 

ABC's coverage of the major 
primaries, from the New Hamp- 
shire through the California con- 
tests, were broadcast entirely as a 
Jpublic service. The network had 
Bno sponsors for either video and 
Hradio. while spending about SnOO.- 
000 in time, equipment and person- 



lypical ol the broadcast in 
dustry's increased political scene 
activity, ABC this year is spend- 
ing approximate!) *><> millK>n, 
compared to about SI million dur- 
ing l u h()\ campaign 

Four years ago. when com en 
tions and election night were sold 
separately, ABC's sponsors were 

Conventions Mutual ol Omaha 
(Bozell & Jacobs); 2(lth Century- 
Fox (Charles Schlaifcr). Avco 
(Benton & Bowles); du Pont 
(HBDO). 

Election night — Colgate Med 
Bates) and Remington - Rand 
(Compton). 

According to I vB. gross time 
expenditures by these sponsors 
totaled $3,600,000. 



CBS 



CBS' "FJ64 Election Package" 
consists of an estimated 62 hours 
of tv and 54 hours of radio pro- 
gram lime, ranging from the e\c 
of the Republican convention 
through a post-election analysis on 
No\ . 4. Included in the package 
are eight specials. 

Based on a guaranteed mini- 
mum of 75 minutes of commercial 
tv time and an estimated 54 min- 
utes of radio time lor a one-quar- 
ter participation, the election pack- 
age in its entirety consists of a 
minimum total of 300 t\ and 216 



radio minutes available to spon 
sors 

At a total cost of $2.1>S(I IMM) 
for .i one-quarter participation, the 
network has so lar sold du 
eighths of the package Sponsors 
signed arc Institute of I ife In 
suranee. through J \N alter I hoinp 
son tone-quarter), \menean to- 
bacco, one-quarter, via BBDO. 
and Socony Mobil, through led 
Bates, has taken a one-ci'lith 
participation 

I he network is spending about 
Sv milium on conventions through 
election broadcasts (exclusive of 
revenues lost through pre-emption 
of regularly sponsored programs) 
A sellout of the package will re- 
coup about S»S milium I he net- 
work estimates its |W>4 expendi- 
tures in dollars, labor anil equip- 
ment (including projections of pre- 
emption losses from primaries 
through election night) will reach 
$ 1 6 million 

CBS reports that a one-quarter 
sponsor can expect to reach ap- 
proximately SO percent of all I S 
tv homes (with the average home 
reached between 10 and 12 times), 
on the basis of a sjvcial Nielsen 
study made of the cumulative 
audience to the CBS- TV l l /6t) 
election package That coverage 
also involved eight specials in 
addition to conventions and the 
election. It was based on a rep- 
resentative pattern of 75 to *H 




Wtlltr Cronbitt, CBS jnchof mm. it for •v»nti in S*n Francitco 

At th* til* CBS hjt buil) * gljit-wjlltd ttvdio Hop th» HJlon 



, 0 N5C J«ty 6, 1964 



17 




minutes — the anticipated range 
of commercials for this year's one- 
quarter sponsorship. 

The 80-percent-of-homes pro- 
jection (based on CBS' own esti- 
mate of 52 million tv homes) totals 
just under 42 million homes for 
91 commercial minutes. Accord- 
ing to CBS, these homes will be 
reached at an estimated average 
frequency of 12.4 times, with gross 
home impressions of "astronomic 
proportions." The network further 
estimates a eost-pcr-thousand of 
$3.83 on a 91 -commercial minute 
basis, compared to a $4.56 CPM 
for 75 minutes. 

Plans are in the formulation 
stage for several additional hours 
of specials, apart from the package 
programs. Announced to date arc 
two hour history wrap-ups, The 
Great Conventions, Parts 1 and 11, 
set for July 8 and Aug. 19, respec- 
tively. Both specials are selling 
minute participations. Nestlc's and 
Bristol-Myers, for the initial show, 
and Mennen for the second part, 
will be among the sponsors. 

The network will cut away for 
local contest coverage on election 
night at seven minutes preceding 
and 23 minutes after the hour, be- 
tween 7 p.m. and 12 midnight. 
Plans are now in the works for 
sale of spots during this local time. 

Throughout the conventions, 
however, CBS-owned tv stations 
will cut away from the network 
coverage only for station IDs. 
There will be no local participa- 
tion availabilities. 

CBS notes that the "greatest 
concentration of manpower and 
equipment" in its history has been 
assembled for the conventions. 

An innovation it claims is a 
large glass-enclosed central head- 
quarters situated above the con- 
vention floor, housing anchor man 
Walter Cronkitc and his assistants. 

Consultants aiding the news 



CBS-TV's "Groat Conventions" will deal with 
conclaves of the past 40 years and the Presi- 
dents and presidential hopefuls who made 
them memorable. Nestle and Bristol-Myers 
will sponsor Part I, focusing on Republicans. 








These four will cover complicated convention developments for CBS 
including frantic scenes like this. Election team (top to bottom): Anchoi 
man Walter Cronkite, executive producer Bill Leonard, correspondents' 
Eric Sevareid and Harry Reasoner, seasoned convention broadcasters, all 
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lection unit will he: Iheodore N. 
S'hile, Pulitzer Prize winning mi- 
nor of The Making of the I'resi- 
lent 1960, pollster Louis Harris 
ind H. Mende Alcorn, former 
•OP National Committee chair- 
Mn. 

The network's radio coverage 
ill he kicked off with a series of 
re-convention .specials (unspon- 
ored) with Richard C. Hottclet. 
\t San Francisco and Atlantic 
Ity. Robert Trout will be anchor 
nan, a role he will repeat on elec- 
tion night. 

Betty Furness will again he on 
he convention scene, this time in 
i new role as host of her regularly 
scheduled scries. Dimension of a 
Woman's World. Miss Furness 
will report convention activity 
trom a "woman's viewpoint." Her 

a^egular sponsors are Kraft. Mars 
andy. Rexall, Accent. Parents 
-lagazine, Tussy and Realemon. 

Radio coverage during the last 
presidential election was sold to 
Advertisers as a package with tv. 
Bniilar to this year's procedure. 

CBS- TV has sold, to both politi- 
[al parties, five-minute segments 
It the end of live and taped pro- 
grams. The Democratic National 
Committee, through Doyle, Dane, 
iernbach. and the Republican Na- 
mj'onal Committee, via Leo Burnett. 



have bought 10 ti\c-minute periods 
during prime nighttime hours. 

Scheduled between Oct. I 1 and 
Nov. I, the pre-emptions will af- 
fect 10 different CBS shows, in- 
cluding The Ed Sullivan Show, 
What's My Line.' and programs 
starring Jackie Glcason and Danny 
Kaye. Precedence lor such buys 
was established on all three tv 
networks in 1956. 1 hey were also 
used extensively in I960. 

Of the major primaries covered 
by CBS at a cost of $1 million, 
only the first and last contests 
attracted advertisers. New Hamp- 
shire coverage was fully sponsored 
by four firms: Philip Morris (Leo 
Burnett). Alberto-Culver (Comp- 
ton). Kemper Insurance (Clinton 
E. Frank) and U.S. Rubber (DDB). 
The California primary attracted 
some minute participations, but 
was not sold out. 

CBS radio's coverage was on a 
sustaining basis for all primaries. 

In I960, the network sold its 
entire convention and election 
packages to Westinghouse, for 
about " $6,700,000. according to 
TvB figures. Betty Furness han- 
dled the appliance manufacturer's 
commercials, repeating her 1952 
and 1956 roles. Agencies involved 
were Ketchum. MacLeod & Grove. 
McCann-Erickson and Grew 




NBC 

In April, 1963, Gulf Oil, via 
doling A. Rubicam, signed with 
NBC for full radio-tv sponsorship 
for 1964 conventions and election 
night. 

Estimated by mdusir\ sources at 
$5 million, the arrangement goes 
NBC the distinction of being the 
sole network (at this writing) to 
have sold all available coverage 
lime. 

1 he exact minimum number of 
commercial minutes guaranteed to 
Gulf is not available. But based 
on the running time of the 1960 
conventions and election coverage. 
Sponsor estimates the figures to 
be at least 250 tv minutes. 

Hns year, total election expendi- 
tures are expected to cost NBC 
at least $6 million and might 
possibly reach $8 million. Four 
years ago, the outlay was $5 mil- 
lion. All three figures exclude loss 
of revenue from pre-emptions. 

Of NBC- TV's 28 scheduled pre- 
and post-convention and election 
specials. 10 are full) sponsored 
The number of minutes available 
in the remaining 18 shows, are. 
for the most part, at a minimum. 

NBC's owned tv stations have 
sold, on the basis of half-sponsor- 
ships, all local time during elec- 
tion night cutaways. The time 
periods are scheduled at five min- 
utes before and 25 minutes after 
the hour. Gallo Wine (BBDO) 
and Contac (h'oote. Cone & Beld- 
ing) have each bought half-spon- 
sorships on three stations. 

Advertisers on each outlet are 

1. WNBO Chicago: Contac and 
Gallo. 

2 KNBC I os Angeles Gallo 
and a local sponsor. 

3. W NBC- IV New York Con- 
tac and Gallo. 

4 WRCV - 1 V Philadelphia 
Acme Ftxxls and hidelilv Bank. 

5 WRC-I\ Washington Con- 
tac and Gulf Oil 

Local lime during convention^ 
ix sold out to advertisers who had 
originally bought spots for repu- 
l.irlv scheduled programing and 
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have elected to stay on and parti- 
cipate in the conventions. 

NBC-TV will be relying on the 
talents of its newscasting team of 
Chet Huntley and David Brink- 
ley, veterans of the network's 1956 
and 1960 campaign coverages. 

At each convention site, the net- 
work is building four complete tv 
studios and control rooms, and will 
have on hand a force of more than 
500. 

Special equipment that the net- 
work will utilize for flexibility, 
similiar to that mentioned earlier 
for ABC, is an RCA-produced 
"walking tv station." The unit re- 
lays images from the point of activ- 
ity without the usual cable connec- 
tion. It combines a small tv camera 
and microwave transmitter that 
allows freedom of movement un- 
encumbered by a cable. 

Additionally, a recently announ- 
ced new system of black beam 
sound, using invisible light, will 
give NBC floor reporters two extra 
audio channels for use in cover- 
ing fast-breaking developments. 

Four mobile units being ship- 
ped to the San Francisco site are 
in transit via shock-control freight 
cars, in what the network refers 
to as "Project Oops!" 

The radio network operation has 
Peter Hackes and Russ Ward set 
as anchor men, with veteran broad- 
casters Morgan Beatty and Robert 
McCormick designated as conven- 
tion analysts. Beatty and McCor- 
mick had been anchor men for the 
1960 conventions. At that time, 
radio coverage also was sold with 
tv. 

During the primaries, NBC-TV 
was successful in obtaining spon- 
sors for five contests, recouping 
about $250,000 of its $2 to $3 
million expended for coverage. 

The New Hampshire primary 
was sponsored by Benrus, Xerox 
and Pharmaco. The "team" of 
Benrus, Abbott Labs and Standard 
Brands were involved in the In- 
diana, Ohio and Maryland cover- 
ages. Together with Scott Paper 
and Kemper Insurance, they also 
were advertisers in the California 



NBC-TV's David Brink- 
ley (left) .and Chet 
Huntley will again 
team for the conven- 
tion-election coverage. 



primary. The Oregon, Alabama 
and District of Columbia contests 
were unsponsored. 

Nine sponsors, spending $7 mil- 
lion, took part in NBC's political 
broadcasts during the last presi- 
dential campaign. The following 
advertisers each bought one-fifth 
of the convention and one-sixth 
of the election coverage: Brown & 
Williamson (Ted Bates), Lipton 
(SSC&B), B. F. Goodrich (BBDO) 
and Cowles Publishing (McCann- 
Erickson). RCA had a one-fifth 
portion of the conventions, via J. 
Walter Thompson, while Bristol- 
Myers (Young & Rubicam) took 
a one-twelfth segment, along with 
Field Enterprises (Keyes, Madden 
& Jones), which also bought a 
similiar position in the election 
night broadcast. Also sponsors 
during election night were Sand- 
ran (Hicks & Greist) with a one- 
sixth buy and Remington-Rand 
(Y&R) with a one-twelfth partici- 
pation. 

Finally, NBC has announced live 
tv coverage of the general elec- 
tions in Britain, to be broadcast 
via communications satellites Relay 
I and II. David Brinkley will go 
to London for the October event. 




MBS 



Jack Allen, Mutual's 
co-anchor man . . , 



. . . and his colleague, 
Charles Batchelder. 



Mutual Broadcasting System, 
preparing extensive coverage of tha 
upcoming political events, expects 
to "come close" to breaking evert 
if it sells all its network minutes! 
Under arrangements with its stal 
tions, MBS has half of the convj 
mercial minutes, while the second 
part is sold locally by affiliates. 

Industry sources report that 
Curtis Publishing is in the process) 
of buying the network's entira 
time. But the purchase, through 
BBDO, has yet to be confirmed. 

Under the coverage plan, the 
490 MBS affiliates are guaranteed! 
a minimum of about 90 commer| 
cial minutes as their share of broad 
cast time. In addition to conven 
tions and election night, this m 
eludes a pre-convention special 
("Convention Forecast"), a "Con! 
vention Roundtable" discussion at 
the end of each day's session, anc 
the daily 45-minute "Review anc 
Preview" prior to the start o 
activities each morning. 

Mutual has been planning its 
"Operation Convention" sinc^ 
1963. An expanded news gather- 
ing force of more than 100 wil 
be anchored by Jack Allen anc] 
Charles Batchelder. 

The network's regular list o 
rotating advertisers had participat 
ing spots in the recently conclude!l 
primary broadcasts, but no spon 
sors specifically bought time in tin 
coverage. This was the case witl 
the other radio networks. 

In 1960. Mutual's full sponso I j. 
for commercial network time waF 
Ligget & Myers, for Oasis cigaj 
rets, through McCann-Erickson. 



30 



SPONSO! 






j\t\1 Oil has bought National Broadcasting Company's entire convention 
nd election package. Buy was through Young & Rubicjm. Reviewing 
storyboard for jn upcoming commercial on NBC are Gulf executive! 
l-r) A. T Spohn, advisor, retail & jobber adverting; B W. S. Dodge, 
dvertising director, and J G. Googer, sales promotion advisor 



Gulf Oil and Y4R executive* ttudy mock-ups of a proposed tv com- 
mercial for Gulf's NBC-TV campaign coverage, (l-r) are Charles Blood, 
Y&R copywriter; Craig Thompson, Gu,f director of publ c relations, 
agency account executive A C. Dalton, Paul Sheldcn, director of 
Gulf's ad department, and Mark Stroock, agency v ce president 



The Groups ™ 

Sponsor checked with 



several 

iroup station operations, and found 
nost are offering local time on a 
iiarket-by-m:irkci basis, as op- 
nised to a coverage package in- 
olving all stations. 

Most also report substantial ad- 
ertiser interest and expect sell- 
mts or close to full sponsorships 
^y airtime. both for conventions 
und election. For example: 

• Corinthian Broadcasting, sell- 
ng packages combining convention 
ind election night tv coverage, re- 

i. xirts it is "about SO percent" sold 
nit. Sponsors are regional and 
ocal advertisers. 

The organization takes credit for 
Pioneering convention coverage of 
ocal state delegations at 1960's 
Conclaves and notes that this will 
V standard group procedure this 
ear. 

Indvidual Corinthian stations 
ave assigned a news and photo 
earn to cover the activities of their 
tate delegations. Reporters will 
eed interviews and bulletins direct 
rom the convention floor. 

in addition, each outlet is pre- 
enting half-hour time specials on 
he evenings prior to the start of 
ach convention. 

• Croup W is selling full, half 
r quarter sponsorships, station by 
tation, and looks for close to com- 
plete sellouts. 

Sponsors are being drawn from 
lational. regional and local adver- 
isers. For example. WBZ-TV 
Boston sold its pre-primary slate 
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convention coverage to Lestoil, 
Stop & Shop. Volkswagen and Gas 
Allies. These sponsors have also 
bought the station's primary elec- 
tion returns on Sept. 10. 

• Metromedia is selling local 
spots for conventions and election, 
also station by station. As a group, 
two hour tv specials are planned. 

• RKO General is selling elec- 
tion coverage as a radio-t\ pack- 
age invoking time on all its out- 
lets, as well as market by market. 
No sales of the group package 
have as yet been made. Buys, to 
date, have been local. 

At the scene of the Republican 
conclave. RKO's KHJ-IY in San 
Francisco has sold 75 percent of 
its available time. 1 he station is 
using the services of former GDI' 
Governor Goodwin Knight and 
Mort Sahl. comic and political 
pundit. Included in the list of 
sponsors are Household Finance. 
Ralston. Italian Swiss Colony Wine. 

• Storer Broadcasting report 
"a good percentage" of election- 
night availabilities have been sold, 
on a station by station basis. A 
sellout by election lime is expected. 

• Taft Broadcasting reports 
that a number of its stations have 
sold all local time for the conven- 
tions. 

The group will have newsmen 
from each I aft station at the sites, 
and vvill broadcast live radio re- 
ports, while filming events as a 
supplement to network telecasts 

• Triangle expects total sellouts 
b\ airtime. for radio and tv 
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The group is planning 15 hours 
of filmed tv programs (five de- 
voted to each convention, the re- 
maining five to the campaign it- 
self). In addition, there will be 15 
half-hours, to be produced locally 
by each outlet. 

Rep firms queried by Sponsor 
report little national spot buying, 
but anticipate an increase in activity 
after the conventions. 

One vice president at a leading 
rep organization sees less national 
spot business for this sear's cam- 
paign, compared to I960. "Sale of 
election coverage is a better bin 
for regional or local advertisers," 
he maintains. 

He notes that major sponsors m 
all fields have been approached 
by the networks, .mil that those ad- 
vertisers "willing to associate their 
products" with the election would 
prefer doing so on a network, ra- 
ther than a local basis. 

"We sent four different letters 
to 4S leading sponsors .ind their 
agencies," he says, and the result 
was almost complete!) negligible 

" l here is a certain amount of 
controversy surrounding political 
coverage, and sponsors leef that 
there is more control of the politi- 
cal commentary on the networks 
as opposed to local stal oils " 

Nevertheless, |W>4 is the broad- 
east industry's bluest and cost- 
liest year for p ditical emerage 
I hose spoiiso s t.ik ng advantage 
of the tremendous audience inter- 
est in these events stand to be this 
\ ear's sure w nners ■ 
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i»n\*d vica pratidant In charga of madia and programs 

Vrtt hat movad up through tha ranht tinea joining DCS45 in 1°56 at broadcatt 
madia buyar. Sinca thai initial pott, ha hat tuccattivaty baan madia iwparvitor, 
vica pratidant and madia tuparvitor, vita pratidant and attociara madia diractor 
vica pratidant and madia diractor. Prior 10 hit pratant agancy, ha had baan with 
tha Blow Company, firtt at broadcast madia buyar, lata* at cttociata account 
axacutiva. Earliar, ha wat a broadcast madia buyar with Canton A Bowlat Hit 
firtt job in tha broadcatt fiald wat at rv film attittant with CIS A mambar of 
A AAA, ha it a contributor to variout trada journalt In 1967, Vitt wat racipiant 
of tha WRAf Norfolk (Va ) Madia Award 



By Sam B. Vitt 

Vice president in charge of 
media and programing 
Doherty, Clifford, Steers & Shenfield 



■ Your chances of getting ahead 
as a timebuyer increase in direct 
proportion to the degree you learn 
your supervisor's job and shouldeil 
some of his burden. And that's fair 
enough. Why should he worry abouli 
you if you don't worry a little aboullr 
him? 

Probably most of us agree with 
this. And even the timebuyer whfl 
may not have considered it quitt 
this way feels it as a frustration 
when he barely has enough time ti 
complete his own jobs. How cai 
he possibly help do his supervisor's' 
It's not easy, of course. But thei 
nobody said easiness was one c 
the ground rules. It can be dontf 

One way — and like so many el 
fective approaches, it sounds almo< 
too simple to be true — is via th 
memorandum. 

To see this clearly you must fin 
contemplate the nature of the menu 
Properly used, it is nothing lc 
than a communications devie 
through which you can make yot 
time more effective and efficien 
This saves you time to put again 
other endeavors. This is accon 
plished because a memo tends 
take the fuzziness out of commun 
cations. It's something in writin 
and it has your name on it, ar 
under such circumstances thinkii 
tends to be clearer. The drawbac, 
some timcbuying practitioners fe^ 
is that committing yourself in wr 
ing hampers your footwork in tigl 
situations. Perhaps it docs. But o\ 
of the purposes of good memos is 
avoid tight situations. And I'm c 
ing on the assumption you're intel 
csted in getting ahead. That, in 1 
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II the MEMO— accents advancement 



'Putting it in writing" can make a timebuyer's time more effective and effi 
bient, thereby enhancing advancement opportunities, says DCS&S media head 



look, carries with it the implication 
hat your primary motivation is not 
'playing it safe." 

I'm guessing, too, your personal 
philosophy is somewhat akin to 
your fellow young executives, rc- 
. -ently cited in Famine as follows: 
'The young executive knows that 
here are tribulations and tests of 
ire to pass through. Hut in the end. 
o runs his belief, the system will 
eward the men who merit it, and 
hose who don't — no matter what 
temporary gains they may enjoy — 
kill soon level off." 

I'm assuming you're this kind of 
young executive. If you are, memos 
will help you. Here's how. First, as 
, suggested earlier, they make things 
clearer; second, they establish a rec- 
ord; last, they contribute to more 
effective business relationships. 

I can remember one day when 
my boss was writing a memo to 
someone we'll call George, whose 
office was next door. This was a 
special situation requesting a proj- 
ect from George, and. rather than 
just step next door and communi- 
cate it verbally, my boss wanted to 
be absolutely sure that the request 
and due date were as clear as pos- 
sible. 

You will note something impor- 
tant, too. implicit in his actions: 
two ingredients of good memo us- 
age are judgment and discrimina- 
tion. My boss obviously talked to 
.^George more often than he sent 
him memos: but this case was spe- 
cial, both in project and due date, 
and the memo was used to avoid 
<4 lengthy, time-consuming conversa- 
tions by clearly stating the facts in 
advance. If George had questions, 
he could come back. The purpose of 
a good memo, however, is to pre- 
. i elude questions through careful 
~4 thinking in the first place. 

Most of the time, if you follow 
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true to form in your job as a time- 
buyer, you are probably engaged 
in fulfilling information requests 
from account groups or clients or 
your boss, and probably you're ful- 
filling them much too frequently, 
all at the same lime. Fiither that or 
you're taking action on requests 
from either or all of these sectors 
— again, with the demands fre- 
quently at the same time. Assuming 
you are like the rest of us, this 
means your mind is a splintered 
number of areas of concentration. 
How are you going to get all these 
things done? Precision is one an- 
swer. Knowing precisely what is re- 
quired of you. you can move swiftly 
and effectively to fulfill the de- 
mand. A memo frequently helps 
you know precisel\ what is re- 



quired of you If the account group 
has not been as clear in its request 
as you would like, ask them 
to please put that request in a 
memo. It's sometimes surprising 
how the number of requests seem 
to decrease when this technique is 
used. 

Second, as a record on an ac- 
count, memos can be especially 
valuable. As l'\c suggested, memos 
should be used with discrimination, 
so they shall doubtless cover essen- 
tial things. This is particularly 
handy when a new timebuyer comes 
on the account, or when a new ac- 
count man, or even a new client, 
comes on. Here is a ready record 
which quickly brings the new per- 
son up-to-date with a good perspec- 
tive on the account and how it cot 




Sam B Vrtt (r) ditcuttct plant with 0CS1S vie* proiidcntt Dick OU«n (f) and Sam Tarncon* 



where it is now. It has another 
equally important function, too, in 
my view. That of accountability. 

The world insists that if some- 
thing goes wrong, chances are some- 
one — a real live person, too, — 
"goofed." This is not always true. 
Only 99 percent of the time. 
Memos, properly used, thus estab- 
lish accountability 99 percent of the 
time things don't work out as ori- 
ginally intended. Is this good? I 
think the answer is yes, since how 
else is there a way to make the next 
go 'round better? 

Last, the properly used memo 
contributes to more effective busi- 
ness relationships. That may sound 
somewhat inconsistent to the 
thoughtful reader following my 
above comments, but the record 
demonstrates that in fact it docs. 
Rightly used, a memo permits a 
timebuycr to fulfill an account 
man's request effectively and effici- 
ently while taking up a minimum 
of that account man's time in get- 
ting the information to him. Fur- 
ther, if the request originated from 
the client, a good memo can be 
retyped almost verbatim and sent 
to the client under the account 



■ The Blair station representa- 
tive organization has created its 
own plan to facilitate spot buys by 
national advertisers interested in 
election night telecasts. 

The rep firm's special projects 
division combined the ordinarily 
separate station lists of Blair Tv 
and Blair Television Associates 
into a package offering up to 51 
markets. National advertisers have 
the choice of selecting full half 
sponsorships of the local election 
coverages by all or any of the sta- 
tions in the package. As a result, 
sales are at the fastest pace ever 
for an election, according to Ralph 
Allrud, director of special projects. 

"The purpose of the plan," says 
Allrud, "is to overcome the diffi- 
culties of selling a one-shot like 
election night. The sponsor ordi- 
narily would have to devote much 
time and effort to buying local 
participations in this type of event. 
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man's name. Again time is saved. 
Who does not feci grateful to the 
man who saves him time? 

An additional area of advantage 
falls under varying personality 
types. More than any other busi- 
ness this probably is one where 
"getting along" with people is not 
only pice — it's essential. The 
memo can be helpful in situations 
where you must deal with people 
who, no matter how hard you try, 
just don't seem to be your "type 
of people." Via a memo you limit 
that "danger area" of personal con- 
tact, while at the same time 
giving them all they require from 
you in a usable form. Tt has hap- 
pened that where memos arc good 
enough, the praise they bring mys- 
teriously changes even very difficult 
people into your "type of people" 
after all. A gratuitous plus. 

In the last analysis, of course, 
how memos help you get ahead 
hangs on how good they arc. They 
don't have to be literary gems or 
even minor works of art. But they 
do have to be clear, understandable, 
to the point. The better memos in- 
clude a clear statement of the pur- 
pose of the memo. In other words. 



"Our plan surmounts this by 
allowing the advertiser to create 
his own market list." 

Here's how the plan works: 
A sponsor has the choice of 
whatever market combinations he 
desires. He can buy local coverage 
on stations affiliated with a specific 
network or he can stick to selected 
markets. Purchases of any combi- 
nation of available markets can be 
made. 

Half sponsorship guarantees an 
average minimum of five commer- 
cial minutes per station. 

An added attraction to advertis- 
ers is the opportunity to make buys 
well in advance of the event. Blair 
reports that many purchases were 
made in June, nearly five months 
before the election. 

Inherent in the package plan is 
the concept of allowing national 
sponsors to tic in more closely with 
each community. This is also the 



why is it being written in the firs- 
place? Just the simple act of think- 
ing about this sometimes deters the 
memo writer. Whatever the out- 
come, thinking about the memo ha; 
made for a clearer course of ac- 
tion. Then, the memo should state 
what is expected of the recipient 
We all tend to function mon 
smoothly when we know what h 
expected of us. Also, a menu 
should state the date by whicl 
whatever is expected of us (if any 
thing) is to be accomplished. Ai 
establishment of a deadline, tha 
is, which can realistically be met. 

Thus, through careful memo us 
age, can the timebuycr who feel: 
he does not have enough time fo: 
his own job, much less for shoul. 
dering some of his supervisor's, dis 
cover he is able to make time, para 
doxically, through making more pa 
per work. 

A good memo is constructive pa 
per work. Among its many purpose 
is a key one of curtailing papc 
work. Not enough good things cai 
be said for this. But perhaps th« 
highest praise came from a leadin; 
industrial executive when he sait 
about the memo: "It works." I 
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objective of many other spceia 
projects created by the rep firm. 

A total of seven national spon 
sors has so far bought time ii 
the plan. Among them: National 
Association of Insurance Agent?) 
through Doremus, with half sport 
sorships in 1 1 markets, followc<i 
by Lcstoil, via Fuller & Smith 
Ross, with coverage on 10 stations 
(three full, the remainder halves! 
Additionally, Vicks has bought si 
markets (halves), through Morsj 
International, and Gallo (BBDO 
and Whirlpool (K&E) have eaci 
signed for two stations. 

Blair first used its package fo 
the 1962 elections. That year 1 
attracted such advertisers as Pur 
Oil, Coca-Cola, General Mills ai 
Humble Oil, among others. 

With sales this year substanti 
ally ahead of 1962. Blair sees id 
package plan as a pace-setter foj 
future political coverage. I 
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Local election package draws national sponsors 



TV MEDIA 



Bank's institutional sell 



l< In total departure from previous advertising, an Indiana 
bank uses tv to promote employees — not sell services 




Indiana National Bank commercials were film»d on location under the supervision of 
Richard MacGill (r), broadcast supervisor at Caldwell, lark'n & Sidener-Van Riper, 
the client's agency. Watching (I) it Lincoln Scheurle, president of The Film-Makers. 



■ Tim Ismvvv Nuiosu IIvak 
is conducting ;i 52-week tv ail cam- 
paign to stress the Kink's interest 
in giving personal attention to cus- 
tomers. 

Theme of the campaign. 

"It's people like this who make 
Indiana National a good place to 
hank." 

'Hie present promotion, on Iv- 
half of the bank's branches through- 
out the Indianapolis market, is be- 
ing handled by Caldwell. I.arkm & 
Sidencr-Van Riper ad agencv. also 
of Indianapolis. 

"The campaign is a total depar- 
ture for the client." according to V. 
James Story, senior vice president 
of the agenc\. 

"We're advertising in an institu- 
tional kind of way We're not sell- 
ing any banking services." sa\s 
Story "We're just telling peo- 
ple about the kind of people who 
work in the bank and the inten- 
sive training thev get to give cus- 
tomers the best serv ice and atten- 
tion. 

"We're showing audiences, with 
our commericals. that the bank is 
big and has all the facilities winch 
only a large establishment can eoi i- 
mand for the most efficient per- 
formance. We're showing that the 
bank which, after all. is its 
people — is human and friendly" 
Storv contends 

The bank bins prime-time local 
tv for a series of six special docu- 
mentaries, as well as an extensive 
schedule of spot announcements 
throughout the dav Object of the 
tv campaign is to reach local fami- 
lies. 

A special budget was set up for 
the commercials to K* aired with 
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the documentaries. This was in ad- 
dition to the regular tv budget. The 
campaign has been successful 
enough to change the client and 
agency thinking, according to a 
spokesman. Both are currently re- 
evaluating the over-all television 
campaign, which will no doubt re- 
sult in an increase in the total 
budget. 

For the documentaries, Story ex- 
plains, the agency commissioned 
two-minute-long commercials rather 
than the usual one-minute, or even 
shorter lengths. "This eliminates in- 
terruptions," he says, "and is more 
in keeping with the mood of the 
television programing." 

Five of the two-minute commer- 
cials have been produced, each car- 
rying the "good place to bank" 
theme. One-minute versions of the 
same theme have also been pro- 
duced. 

The five two-minute commer- 
cials and the 10 one-minute varia- 
tions stress a variety of bank fea- 
tures. 

The first is a close-up of 
Fred Butler, an officer of the bank 
who has been with the company 
27 years. He appears in a sequence 
illustrating the high caliber of em- 
ployees and their close relationships 
to people in the community. 

The second feature stressed in 
the bank commercials is the use 
of electronic data-processing equip- 
ment. This is done comprehensively 
by showing action shots of a little 
girl playing with small-child treas- 
ures and then growing up to adult 
money management. 

The third two-minute bank com- 
mercial describes how more than 
1500 youngsters have gone through 
college with the aid of the bank's 
College Educations Assured plan 
which has been adopted by more 
than 200 banks throughout the 
country. 

A fourth commercial details 
branch banking and the full-service 
facilities available at every branch 
location. 

The last commercial describes 
some of the intricacies of training 
tellers and their importance in cus- 
tomer contact. 

The commercials were filmed at 
The Film-Makers studios in Chi- 
cago. Agency producer was Rich- 
ard MacCiill, broadcast supervisor 
at Caldwell, Larkin & Sidencr-Van 
Riper. ■ 
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Zany tv spots u 



A men's clothing outlet, using store personnel for "pi< 
in the face" routines, has established Landon's as a 
household name in Omaha . . . 



■ Establishing a "corporate im- 
age" via tv is usually a conserva- 
tive, even stuffy, process. In addi- 
tion, it is usually a matter about 
which only a national advertiser is 
concerned. 

However, tv frequently can be a 
sales device through which local 
merchants can buiJd strong, per- 
sonalized images for their busi- 
nesses. One such local sponsor who 
has found video an important aid 
to success is Landon Clothing of 
Omaha, a store that specializes in 
men's wear. 

The Department of Commerce 
estimates sales in this area of the 
economy reached $3.5 billion in 
1963, and competition among re- 
tailers is keen. 

Sponsor Lee Schmidman, owner 
of Landon's, has created an image 
for his business through 10 years' 
use of tv, and is happy with the 
result: establishment of Landon's 
as one of the outstanding stores in 
Omaha. 

Slapstick is the main ingredient 
of the Landon commercials, which 
follow the best traditions of Laurel 
and Hardy and the Three Stooges. 
The action often involves a "pie 
in the face," a quick blast from a 
seltzer bottle, or some similar staple 
routine from the good old days of 
comedy. 

Although his commercials are 
certainly not among the more so- 
phisticated advertising sales tools, 
Schmidman notes that the results 
of the slapstick approach are "ex- 
tremely gratifying," and feels that 
the off-beat approach has made the 
Landon name a household word in 
Omaha. 

"Of course," he says, "people 
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usually say something like 'that's 
the outfit that does those crazy com-] 
mercials.' But this is exactly whaa 
we want, for people to get to knovl 
our name as a matter of second na-j 
ture, and this is what our commer-l 
cials seem to be doing." 

The spots are three one-minute [i 
commercials aired once a week as 
local inserts on Omaha's KMTV, 
during NBC's Tonight Show. The i * 
sales messages are live, and are p 
done by staff members of the Lan- 
don store, including Schmidman. All 
commercials are broadcast during l~t>. 
the 10:30 to 11 p.m. time slot, 
and the initial spot is always slap- 
stick, and has nothing whatever to \t 
do with Landon's, clothing, or any 
product. Schmidman and otheij 
members of the store "cast" just cut] 
up in some sort of zany skit. Tha 
"sell" follows in the remaining twd 
spots in the show, which are straight 
sales pitches for clothing (men's] 
suits priced from $39.95 to overfl 
$100). 

The store first used video in 
1954, and has not been off the] 
medium since. Back in those early] 
days, Landon's sponsored a syndi-j 
cated film series, which was "all 
right" but did not quite do the jot! 
Schmidman wanted. 

"Something was missing," he 
says, "and we came up with tha 
idea of reaching the audience thai 
watched the Jack Poor Show, be- 
cause wc felt that this was the type 
of people who were most likely to 
become Landon customers." 

In looking for something unusual Ml 
to accompany the late night show 
Schmidman came up with the slap4 
stick gimmick. "For a while wo 
didn't know whether or not we were! 
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spuild clothing store's image 



Pin the right truck because the idea 
as so completely different from 
■gular commercials," Schmidman 
lates. Hut then the store began to 
|bt the type of attention it wanted. 
Icphone calls referring to the 
x>ls, and people who came into 
ic store to see "what kind of out- 
t was putting on those slapstick 
Jiitincs." 

'We felt vvc were definitely on 
ie right track." Schmidman cou- 
nties, "when people came into the 
tore and asked by name for those 
ho were involved in the eommer- 
lals." 

The Landon "cast" has been do- 
ng the slapstick routines since 1955. 
ith the props and scripts supplied 
y the KMTV staff. 
The store hopes it is reaching a 
iendly. fun-loving type of viewer 
ho enjoys a good laugh and de- 
res a pleasant atmosphere about 
ie place where he buys his 
othes. 

Schmidman believes that the 
apstick commercials are wonder- 
il conversation pieces for a po- 
rntial customer and that the> are 
tremendous aid in breaking the 
e between customer and sales- 
lan. 

Some people say commercials 
re just commercials," says the 
ore owner, "but when Jack Paar 
Id his famous walkout scene dur- 
m the Tonight Show, we did a 
apstick commercial the following 
ight satirizing the walkout. It was 
rctty funny, we thought. 
During the following week we 
ceived telephone calls, letters and 
ires. Some of these applauded the 
it and some criticized it and we 
ere tremendously impressed. Not 
lany commercials evoke this kind 
reaction and we felt that it was 
great compliment. 
Landon's now spends 50 percent 
its total advertising budget in 
. Another 20 percent of its pro- 
lotional expenditures goes into 
dio, but the real mainstay of the 
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Cutting up in * typically lany landon tpot art (left to right) tpontor lee Schmidman, 
landon talesman Ray Hoffman (who hat jutt been hit with a teltier bortU blatt during j 
"Mexican execution" routine) and Jerry Watt, alto a member of the ttore't talet ttaff 



store's advertising campaign is its 
\ ideo spots. 

Schmidman notes that the recall 
of the commercials is substantial, 
with customers coming into the 
store mentioning a specific spot up 
to two months after it has run Sa- 
turation o\er the years has been so 
complete that some people think 
the commercials are on e\ery night 
in the week. "We are on even 
week in the year, but react ion like 
this can only be achieved through 
unusual advertising." is the Landon 
v iew. 

The store is equally enthusiastic 



about its business growth, pointing 
out that sales have increased sub 
staniially. Credit for a gre.il deal 
of the success is given to the "crazy 
commercials 

.Schmidman also compliments 
station kMIA for the cooperation 
given to I andon's in the form of a 
continuing supply of off-beat ma- 
terial for slapstick commercials. 

"As long as they keep coming up 
with ideas, we'll have the craziest 
and the most interesting t\ spots 
in the Omaha area." he s.nd 

And both station and sponsor see 
no chance in si^ht ■ 
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RADIO MEDIA 



Colorado Radio: 

Nationwide value 



■ Even deputy sheriffs do it: 

"You may not have time to read 
a paper and read advertisements," 
says one in Colorado, "but with 
radio you can just listen." 

He listened. Then, as a result of 
a radio commercial, he shopped for 
upholstery cleaning fluid. 

That's one nugget turned up by 
the University of Denver when it 
conducted "quasi-clinical," in-depth 
interviews of 200 radio listeners 
throughout the state last November 
and December, a study undertaken 
on behalf of the Colorado Broad- 
casters' Assn. One of its purposes 
was to eliminate "puffery" from 
radio claims. 

Taking a cue from the deputy 
sheriff, researchers discovered that 
the mature male in moderate-sized 
communities — an especially diffi- 
cult-to-isolate consumer — is es- 
pecially susceptible to radio news. 
In Colorado, some 72 percent of 
them turn on their radios specific- 
ally to hear the news. That faet, 
the report says flatly, "should have 
important bearing on sponsor 
strategy." 

The study helps advertisers and 
their agencies to identify and locate 
Colorado consumers. They are, it 
indicates, "seeded throughout the 
radio - listening population." They 
are particularly concentrated in 
groups of greater maturity (35 and 
over), high education (some col- 
lege), greater ineome ($10,000 or 
more) and broad outside interests 
(membership in three or more clubs) 
— qualifications that generally 
make them more active spenders. 

As a direct result of listening, 
women have gone out to buy a dog, 
enroll in a hat-making class. Teen- 
ager reaction ranged from buying 
phonograph records to applying for 
the Peace Corps. Another man, on 



radio's prompting, joined a searc 
party. But, most important, the 
were out there, listening — ar 
then acting. 

The collecting of carefully r< 
searehed and authenticated da 
was under the supervision of Profe 
sor Harold Mendelsohn, of the Un 
versity's radio-tv-film departmeri 
who also conducted the now wel 
known audience survey for WMC 
New York in 1962. 

The report on Colorado rad 
and its audience tries to answer tl 
following questions: (1) What a 
major listening patterns? (2) Wh' 
is the over-all function of radio 
Colorado lives? (3) How does rad 
link listener and community? (« 
What pleasure and/or relaxation i 
provided by radio? (5) What is i 
role in inducing eonsumer actioi 
and (6) What is the public attituc 
towards radio and its services? 

In probing for answers, profe 
sional interviewers came up wii 
some generalizations that, Pre 
Mendelsohn believes, may app 
to radio nationally as well as 
radio in Colorado. The pattern 
he notes, are strikingly similar l 
those uncovered in New York: 

• Most people listen to radi< 
and to a greater extent than ratinj 
indicate. 

• Active listening pretty muc 
follows the daily routine of livin 
with peaks at breakfast, eommu 
ing and pre-dinner hours. 

• Even during tv's evening ape 
radio has a substantial — and loy 
— audienee. 

• "Large numbers" of listene 
do not rely on any one station, bi 
roam the dial — often returnin 
however, to a particular station 
"home base." 

• That home-base station h; 
been their favorite, almost half ti 
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i(fn statewide study 



espondents reported, for five \ears 
h longer. 

• Radio is welcomed as an "al- 
vavs - available" medium and is 
^ften used for companionship. 

• Nearly half its listeners say 
he\ depend on radio "'a gre;it deal" 
>r "fairly much" for information 
bout products and services. 

• Although eight out of ten lis- 
eners tune in to hear music, many 
>f them have sharp criticisms of 
uisic programs. 

• More highh selective listening 
veins in areas where there are 

ore stations to listen to. 

• Radio is not often looked to for 
food for thought" — a fact that 
night give programers something 
I think about, the report suggests. 

• The more isolated people are 
whether b\ geographic, physical. 

conoinic or social causes — the 
nore the\ depend upon radio. 

Listening Patterns. The report 
uicklv establishes that almost 
vervbody in Colorado listens to 
adio. It is such a popular and ac- 
essible medium, in fact, that an 
lpressive number of the people 
nem'ewed — eight out of ten — 
aid that they had access to a radio, 
lat they had access to a portable, 
lat they personally owned a ra- 
io. that they themselves listened 
» radio at least five days a week. 

The breakdown on those aston- 
■hing answers goes something like 
lis: 98 percent of the sample re- 
ported being able to listen to a ra- 
io somewhere, somehow, flighty 
ercent had access to a portable 
|udio. Another 75 percent — nearly 
ight out of ten — answered "yes" 
-hen asked if they owned a radio 
ersonally. And 85 percent said 
lat they listened to radio five to 
:vcn days a week. An interesting 
oint about radio's prevalence: 



University of Denver's study of radio and its audience 
locates and describes the consumer for all sponsors 



CHART 1: Radio Audience Characteristics 


^.na rocTeNSTic \ oasc ) 


Light 
Listeners 

( JO oJ 


Moderale 
Listeners 
(26°o) 


Heavy 
Listeners 
(36°o) 


SEX 








Male (97) 


39°o 






Female (103) 


37 


23 


40 


AGE 








13-19 (29) 


31 


31 


38 


20-24 (21) 


29 


19 


52 


25-34 (30) 


53 


24 


23 


35-44 (61) 


28 


29 


43 


A ^ A A / A ]\ 
AJ-OA (A 1 ) 


4 1 


/ / 


J / 


65 and over ( 1 8) 


50 


6 


44 


EDUCATION 








Elementary and some 
high school (70) 


33 


21 


46 


Completed high school (64) 


33 


29 


38 


borne College (38) 


42 


29 


29 


Completed college 
or more (28) 


53 


29 


18 


INCOME 








Under $5,000 (67 


37 


20 


43 


$5,000-56,999 (42) 


36 


21 


43 


$7,000-59,999 (55) 


41 


35 


24 


$10,000 and more (32) 


41 


25 


34 


ACCESS TO RADIOS 
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nearly half the respondents — 42 
percent — reported a radio was to 
be found in each of three or more 
rooms of their homes. 

For a quick glimpse at other me- 
dia, the University of Denver study 
also asked people which media they 
had looked at or given attention to 
"yesterday." (Since interviews were 
spread throughout the week, "yes- 
terday" covers most days.) Of the 
200 respondents, 84 percent had 
watched tv, 87 percent had looked 
at a newspaper and 45 percent had 
"leafed through" a magazine. 

"Generally speaking," the report 
summarized, "people do not read 
newspapers or magazines only — 
or watch tv only — or listen to 
radio only. Rather, the tendency 
is for most people to apportion time 
to a number of different mass-com- 
munication media." 

As radio supplements other me- 
dia, so do other media supplement 
radio. But its prevalence in Colo- 
rado, at least, suggests that radio 
is as necessary to a good media 
mix as flour is to a good cake. 

The man-in-the-street's attitudes 
toward different media were ex- 
plained by the manager of a poul- 
try company: "Newspapers are for 
news and editorials — magazines 
for entertainment and business pur- 
poses;" by an accountant: "Tv is 
just for entertainment;" by a sheep 
rancher: "We depend on radio for 
news. . ." and "rely on it more 
than tv for important news." 

Radio and the News. The sheep 
rancher's remarks were born out by 
the University of Denver study: A 
flat 75 percent of all their respond- 
ents agreed that "it's absolutely nec- 
essary" to keep up with the news, 
and 72 percent of the male listeners 
tune in radio particularly to do so. 

The average news-listener tends 
to be more mature (82 percent are 
35 years old or older), is most like- 
ly to be found among college grad- 
uates, is usually (81 percent) in an 
upper-income bracket, and likely to 
live in a middle sized community 
rather than a city or small town. 
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To test the intensity of their in- 
terest in news, they were asked what 
they'd do if they'd already heard 
the news and then turned on the 
radio in order to listen to music — 
only to hear a repeat broadcast of 
the news they already knew. Tell- 
ingly, 81 percent said they'd con- 
tinue to listen. Thus, their thirst for 
information is great. 

Radio's Over-all Function. The 
report states that "by no means is 
there any evidence to suggest that 



weekday tv-vicwing, or for that mat-J 
ter any other activity, preempts thl 
attention of all, or even a majority, 
of the radip listeners who were 
studied." 

And listeners devote "substantia', 
blocks" of time to radio, especially 
during the morning and afternoon. 
(Even in the evening, 13 percent 
reported that, on the average, they 
listen to radio for an hour oil 
more.) 

When people throughout the state 
were asked how much time they hafl 
spent listening to radio "yesterday,*! 
they replied as follows: 

Percent Hours 
22 under 1 

16 1-2 
13 2-3 
13 3-4 
36 over 4 



CHART II: Weekday Radio-Listening 
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It's worth noting that the largest 
ngle group — 36 percent - - had 
pent lour or more hours with ra- 
10 the previous clay. 
For convenience, the researchers 
irrangeel the above live groups 
to three: light listeners (less than 
o hours daily) — 3N percent; 
uxlerate listeners (two to four 
ours daily* — 26 percent; heavy 
steners (four hours or more daily ) 
36 percent. Helpfully for spon- 
>rs and agencies, these were then 
ted according to characteristics 
.sed in the U.S. Census (see Chart 
). 

In general, the chart indicates 
hat : 

• Women, more than men, tend 
towards heavy listening. 

• Listening doesn't have an ap- 
preciable relationship to age: people 



in the 35 to 44 and, es|xrcuiIK, 
the 20 to 24 age groups prove to 
be the hea\iest listeners. Unexpect- 
edly, teenagers aren't the great 
listeners they're reputed to Iv 
And older people those over 
65 — are extremists, apparently, 
who either listen a great ileal or 
hardly at all. 

• As the amount of education 
increases, radio listening tends to 
decrease. 

• Lower - income brackets pro- 
duce most heavy listeners, although 
the lop - income (and high-leisure) 
group contributes many, too. Light- 
est radio listening in the $7,000 to 
$ 10.000 bracket may occur, it is 
said ironically, because this popula- 
tion group tends to be out trying to 
make more money. 

• The more radios are available 



CHART III: Weekend Radio-Listening 



Hour 



In-home listening 
Solo Group 



Outside listening 
Solo Group 



5-6 a.m. 


7°o 


5% 


2°o 


1% 


6-7 


20 


1 4 


2 


3 


7-8 


46 


33 


5 


5 


8-9 


44 


36 


7 


7 


9-10 


41 


36 


8 


6 


10-1 1 


34 


32 


9 


7 


1 1 -noon 


33 


31 


1 1 


7 


noon-1 p.m. 


33 


25 


10 


9 


1-2 p.m. 


27 


23 


12 


7 


2-3 


25 


24 


14 


9 


3-4 


25 


23 


14 


10 


4-5 


22 


21 


9 


9 


5-6 


26 


22 


7 


6 


6-7 


22 


20 


4 


3 


7-8 


17 


17 


4 


3 


8-9 


16 


16 


6 


4 


9-10 


14 


14 


6 


3 


10-1 1 


1 1 


10 


5 


3 


1 1 -midnight 


7 


5 


4 


1 



to a ( "olor.id.m, ilk more hkclv he 
is to he a heavy listener 

A breakdown of the radio ui li 
ence hour by hour mdiiaks that 
listening incurs .it almost am tun 
of day or night And wink S 1 ' per 
cent said that (between ^ am and 

5 p.m on an average weekdav ) this 
listen "mostly" in the home, a strong 
44 percent also reported aw ay -from 
home listening I he figures ari 
comparable, if slightly different, for 
weekend listening (HO and M) per 
cent. res|X'ctuely ) 

Listening patterns also showed 
that radio is "directly linked to 
normal routines of weekday life" 
(see Chart II) It is hea\y during 
awakening and hreakfast hours (7 
to X a.m.), with a strong outside- 
listening pick-up m solo listening 
during the to-school and commuting 
hour of S to 9 a.m. that's followed 
by a leveling off for the rest of the 
morning, although in-home listening 
(quite evenly divided between in- 
dividuals and groups) suggests the 
kaffcf klai<ich. 

A slight increase between I I a.m. 
and I p.m. is obviously caused by 
luncheon listening. 

Front I to 6 p.m.. the audience 
gradually grows as housewives fin- 
ish their tasks and settle down to lis- 
tening, as husbands return from 
work and children from schools, a 
reunification of the family that 
builds to another at-home apex 
between 5 and 6 p.m. Although it 
is less, at-home listening continues 
throughout the evening, with multi- 
ple-listening halved at the children's 
y to 10 p.m. bedtime. 

"Of considerable interest here." 
the report states (with an implied 
bow in the direction of potential ad- 
vertisers), "is that during peak week 
night television hours, there is a 
rather substantial audience available 
to radio, nevertheless " During the 

6 to I I p.m. week night period, 
radio reaches roughly a quarter of 
its total at-home listeners. 

Patterns for weekend listening are 
comparable (see Chart III). Out- 
side-the-home listening is lower, of 
course, because children don't go to 
school and many husbands do not 
go to work In-home listening tends 
to reach its p*\ik later because 
people tend to sleep late on week- 
ends. 

Between I and 4 pm. week- 
end listening is stronger than week- 
das listeninc in the home and be 



July 6, 1964 



4 




twcen 2 and 4 p.m., a surprising 
14 percent are listening alone and 
away from home — probably while 
taking a drive. (Between 3 and 4 
p.m., a solid 10 percent arc listen- 
ing to radios in groups away from 
home.) 

Weekend radio listening doesn't 
reach nearly the 4 to 6 p.m. peak 
achieved on weekdays, however. 
And while 22 percent listen to ra- 
dio between 6 and 7 p.m. on a 
weekend evening, the audience de- 
creases consistently as the hours 
grow later — a clear-cut indicator 
of people going out for Saturday 
night. What strength there is is 
among at-home listeners who are 
listening alone. 

Importance of Radio. People in 
Colorado do consider radio impor- 
tant. And they depend on it first 
of all for useful information and 
news, whether local, state, national 
or global. Thus, they rate its use 
for entertainment as about fifth in 
importance. 

Here's a boil-down on their re- 
plies, when asked to list radio's im- 
portance: "very important," 31 per- 
cent; "fairly important," 53 per- 
cent; "relatively important," 16 per- 
cent. 

Listeners considering it "very im- 
portant" are, typically, older, non- 
club-joining women who live in non- 
urban areas and are probably not 
in the uppermost income brackets. 
Many of these, of course, praise its 
service as a companion. The "psy- 
chological" use of radio is cited re- 
peatedly, however, and by people in 
all age groups. When people arc 
lonely, worried, in need of conso- 
lation or merely in want of "some- 
thing in the background," they seem 
to turn to radio. 

Even so, most respondents also 
cited their strong reliance on radio 
in time of crisis, usually political. 
For example, 39 percent of the 
Colorado sample turned on radios 
(just 17 percent turned on tv) to get 
details of the Kennedy assassination. 
One housewife's explanation seemed 
typical of the many. "1 heard about 
the President's death, but then I 



tuned in my radio to sec if it were 
really true." 

Radio also gave listeners tips on 
saving livestock during severe 
weather, outside news (via a port- 
able set) when storms deprived a 
community of power lines, confir- 
mation of a relative's accidental 
death in another town, advice on 
personal safety when escaped con- 
victs were known to be in the area 
— all appreciated as "useful." 

As a result, three out of four 
(74 percent) of the people say they 
"depend" on radio either "fairly 
much" or a "great deal." And it 
appears that the more isolated peo- 
ple are, the more they depend up- 
on their radios. (One respondent, 
who depends on radio chiefly for 
news, said, "two to five minutes of 
news on radio is equal to 45 min- 
utes of news on tv. Radio gives 
the short facts and covers more 
items, and tv covers less and goes 
into detail more.") 

Radio was also appreciated for 
being accessible and thereby filling 
immediate needs immediately, 
whether for music, companionship, 
background fill-in, sports news or 
whatever. 

Although about half (49 per- 
cent) of the respondents listen for 
both music and talk, equally, a good 
third say they prefer music only. 
Women tend to prefer the music- 
only program (men are more likely 
to be balanced programing fans), 
and everyone's preference for mu- 
sic seems to decrease as age in- 
creases. Older people (45 to 64 
years old) like balanced program- 
ing, while the oldest (65 and over) 
are talk fans — i.e., news, discus- 
sion programs, sports. "The one 
consistency in music preferences," 
the report states, is "the inconsist- 
ency of taste." 

Implying that today's audience- 
requirements are so broad that it 
takes a number of stations, collec- 
tively, to satisfy them all, the re- 
port insists, "It is sheer folly to 
view audiences as a monolithic 
mass that has one or two simply de- 
fined 'needs'." Instead, needs vary 



so greatly that "no one station eoulj 
possibly meet them all." 

Listeners' Loyalty. Radio i| 
Colorado enjoys a high degree c| 
public acceptance — more thaj 
four times the prestige granted to 
eal governments, if the Universitl 
of Denver study is the measure: 21 
percent of the people interviewe 
called local radio "excellent," bil 
only 5 percent gave the same ratin| 
to local government. 

It should be noted, however, the | 
more people — 47 percent for rz 
dio and 26 percent for governmerl 
— gave them a rating of "verl 
good," the same designation mofl 
often given to local banks, news] 
papers, utility companies and t[ 
stations. 

Significantly, 83 percent of thl 
sample reported having "a favorite! 
or "several favorite" station (s) tcl 
wards which it feels particular^ 
loyal. And nearly half — 42 pen 
cent — report being "loyal" foj 
five years or more. 

After weighing criticisms of ral 
dio, researchers reported that listcnj 
ers take a "rather realistic" vie\l 
of radio and show a quick underl 
standing of the need for commerl 
cials. As for programing, 58 per] 
cent said they're "fairly satisfied, I 
37 percent "very satisfied" and onlj 
2 percent "dissatisfied." 

High enthusiasts were, gencralll 
speaking, women 65 or older, witl 
some or not any college education 
and of lower income. Low enthusil 
asts were men between 45 and 641 
with college educations and gener] 
ally higher income. 

Evaluating program qualityl 
however, listeners consider radi(| 
fare somewhat static — most fell 
local music shows, talk program:! 
and even advertising remain "pretnj 
much the same" as opposed to "beta 
ter" or "worse." Many, like the pasl 
tor who said "rock and roll, lovti 
songs and modern-type music arJ 
suggestive," took care to criticiziT 
what they consider distasteful muj 
sic, however. 

"What the majority of listened 
pleads for." the report states! 
"are changes in presentation of pro] 
graining, more than changes ill 
form or content." It seems that irl 
Colorado and especially among lis] 
tencrs to smaller stations, the publia 
is sharply critical of announcers 
who make mistakes, mispronounct| 
words or read with difficulty. 
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SYNDICATION & SERVICES 



"The Fimout Adventure* of Mr Megoo," 
told to NBC-TV w.lhoul a p<lsl, wo beted on 
tuccett of ttreighl adaptation of 
Diceent' "Chrittmet Carol." 
with Magoo et Ebeneier Scrooge 
Seriet will feelure Magoo in femaut 
literary clettict tuch et "Treeture Itlend." 
in which he it long John Silver 




INSIDE 

MA GOO, 

or 



makes a top tv sales personality tick 



Without seeing a pilot, 
NBC-TV signed for a new Magoo 
show for fall, sold half of it to 
Libby, McNeill & Libby. 
General Electric will renew its 
Magoo campaign 




. end the title role in "Cy- 
no de Bergerac" . . . 



and Ithmael In "Moby 



Dick' 





alto at the famous William 



;nd Gunga On in tHc 
Kipling clattic 



■ Hi \ i i \k til v ;i "typical t\ Mar "* 
hldcrly. dogmatic, somewhat crotch- 
ety, old-fashioned, forthright, 
a Rutgers "old grad." and so myo- 
pic he often can't see the side of a 
barn (and much less hit it), he's 
the opposite of the clean-cut. cleur- 
cyed male protagonist. 

Yet Quince\ Magoo born as 
an anonymous supporting player 
m a \ y )4$ I I'A theatrical carUHMi 
called "Ragtime Bear" is tarry- 
ing a king-si/ed load of advertising 
dollars on his shoulders this fall 

• He'll have his own half-hour 
weekly series, m color, on NIK ■ 
l\ (Saturdays. S-S 30 pm ) start- 
ing September W. Libby \LVeill 
and I i bin. making a return to 



Magoo... 



nighttime network tv programing 
(in which LML has been relatively 
inactive since it was a sponsor in 
the 1950's of the Sid Caesar-Imo- 
gene Coca series), will be the major 
sponsor, having signed for an al- 
ternate week position. 

• He'll also continue as the 
star merchandising symbol for the 
household lamp activities on tv of 
giant General Electric, which plans 
a network-and-spot tv campaign 
built around Magoo which will 
cost in excess of $1 million (see 
page 46). 

The fact that there is a Magoo 
scries at all on NBC-TV during 
the 1964-65 season proves the 
point that a successful entertain- 
ment property, particularly one 
involving a highly characterized 
personality, can bypass the usual 
drawn-out process whereby a pilot 
film or tape must be produced and 
shown to a network before the 
show will be bought. The Famous 
Adventures of Mr. Magoo was 
sold on a sight-unseen basis. 

It happened soon after the start 
of 1964, when NBC-TV program 
executive Ed Friendly and UPA 
executive producer Henry G. Sa- 
pcrstcin were having a meeting 
(actually, they were driving in a 
car and just talking) about future 
program plans. A UPA-produccd 
special, Mr. Magoo's Christinas 
Carol, had recently had its second 
annual exposure on NBC, and had 
drawn both ratings and critical 
acclaim. 

Friendly wanted to know if Sa- 
pcrstcin had another special up his 
sleeve. Sapcrstcin didn't — at least, 
not exactly. He had been thinking 
about a possible Magoo scries, in 
which the near-sighted, animated 
old gentleman would play pivotal 
roles in adaptations of literary 
classics. 

Friendly liked the idea, and ask- 
ed Sapcrstcin if he could deliver 
a scries on short notice. Sapcr- 
stcin replied that if NBC manage- 
ment would green-light the proj- 
ect before January 15th, he could 
do it. 




Robert I. Gibson, Jr., IMl's president, is firm 
believer in tv's ability to create new "image" 
for his firm, bought half of new Magoo show. 



Friendly carried the idea to 
a reality stage before the dead- 
line, and the deal was on, even 
though no pilot was ever filmed. 

Libby, McNeill and Libby, 
through J. Walter Thompson, 
bought the show on the basis of 
a "presentation film" which was a 




Henry Saperstein, executive producer of ne< 
night-time Magoo series, says "We'll have th 
audience that really counts for our sponsors. 



semi-pilot. In reality, it was a cut 
down version of Christinas Caro\ 
edited to a half-hour show to dem 
onstrate how Magoo would operat 
as a character in a literary master 
piece. 

Magoo's own strong image — 
he's probably as clearly defined h 



The man who makes like Magoo 




of Magoo." 



"There's no problem in playing it straight whei 
it comes to adapting literary classics for ou/ 
new Magoo scries," executive producer Henry G 
Sapcrstcin told Sponsor last week. "We just givt 
Backus a straight line, and when he reads it, i 
usually comes out funny. Around the studio 
we say that he 'Magoo's' it." 

The man who "Magoo's" the most straight 
forward English prose at the drop of a director'; 
signal is an accomplished actor in his own right 
He is Jim Backus, a Clcvelander who has beei 
in the theater since the age of 14 when he had i 
bit part in a "White Cargo" production tha 
starred the late Clark Gable. 

He has been in countless radio shows, in- 
cluding a two-year stint as star of his own comedj 
program. He has made nearly 100 pictures. He 
has been the voice of "Magoo" from the start. 

This fall, he'll again voice Magoo. 

He'll also be seen on CBS-TV in another ne*| 
show, Gilligan's Island, thus becoming the firs'' 
tv actor to be launched in two new series at tht 
same time in the same season. 
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he public's mind as most "pcr- 
Mlality" actors are ever likcl\ to 
I — can do an image-building 
ib for others, or so t\ executives 
ssociated with Magoo projects 
lieve. 

I "Our company has been consid- 
I Hrably revitalized recently, and 
as image-building to do as well 
s to sell food products," Sponsor 
■'as told by Walter Kaiser, assist- 
nt ad manager of Libby, McNeill 
Libby. "We have an aggressive 
e\v president (lid. Note: Robert 
. Gibson. Jr.) who is determined 
> shake us out of any doldrums, 
e's solidly behind our stepped- 
p tv campaign. We plan to spot- 
ght a number of our key food 
inducts — such as tomato juice, 
u it cocktail and corned beef hash 
on the Magoo tv series, and 
ickstop it with spot tv in a dozen 
mrkets where we feel we need 
le push." 

Is the big Chicago food packing 
rm bothered by the possibility of 
waste circulation" in the Magoo 
|v audience, since youngsters are 
nown to be fond of the near- 
ighted cartoon character and are 
sizable component of audiences 
or the S p.m. slot in which Magoo 
scheduled? 
Not at all. 

"Our commercials, which we 
Han to film in color, will be aimed 
t women as the principal buyers 
f our products." said LML ad- 
lan Kaiser. "We're aware that 
ids have a lot of control of tv 
:ts at time periods such as the 
ne we'll occupy. However, we 
:el that lots of adults — parti- 
ularly mothers — will be watch- 
g on an 'over-the-shoulder' basis 
ith the kids and that we'll reach 
ie audience we want." 

Henry G. Saperstein. executive 
roducer of the new network \/(/- 
oo series, put his views on the 
low's audience-attracting capabil- 
ies to Sponsor in these infor- 
lal-but-pointed words: 
"We're going to do the big job 
n Saturday nights in our time 
riod. We'll get the voune adults 



it* 



of 20 to 35. and their kills of fi\e 
to 12. On ABC- 1 V Outer I tmtl\ 
will be reaching the teenagers, and 
on CHS- IV Jatk'w dlfosun will 
be reaching the nostalgia clique. 
We'll have the audience that reallv 
counts for our sponsors." 

Sapcrstein's optimism is based 
in fact, as far as he's concerned 
— the fact of M.igoo's dollars- 
and-cents success as an entertain- 
ment personality. He is no stranger 



to U •uulicni.es, oui apart from 
the five seasons of Cu.iu.ral I lit 
trie "Magoo" commercials I <>r 
the past four \l.us, I I' \ has 
syndicated its own series of Hi) 
fiw-minute Magoo cartoons, male 
specifically for t\ I atest market 
count I y> I S markets, plus 14 
foreign countries 

Magoo is .in established sin.si.ss 
in theatrical motion pictures Mote 
than 50 color cartoons ha\c Ken 




Saperstein checks appearance of Magoo "eel" on ttjnd of ipecial animation earner* 




Small army of animators and artists are employed by UPA 10 turn out 30-minute "Magoo" iSow 
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produced and distributed, several 
of which have won awards up 
through the Oscar level. There has 
been a successful Magoo feature- 
length cartoon. Also, Magoo's ser- 
vices have been available for pub- 
lic service films. 

Although Magoo animated films 
don't have any budget problems 
for sets and other inanimate pro- 
duction values ("If we need a prop, 
we just draw one," says Sapcr- 
stein), they're far from inexpen- 
sive. A small army of artists, ani- 
mators and other production staf- 
fers — some 250 in all — arc 
required to produce the new tv 
series. Costs are "comparable," 
according to Saperstcin, between 
the half-hour Magoos and star- 
name situation comedies, i.e. about 
$60,000 per episode. 

Breaking even on such a big 
nut is not easy, Saperstcin admits. 
"Syndication is an absolute must 



on this series," he told Sponsor. 
"Our first network run is expected 
to be a no-profit situation on the 
new series, but we're confident 
that the profit will be there in the 
long haul through syndication, and 
through foreign sales. We have al- 
ready sold the new series in Japan, 
England and Australia, and have 
orders pending for Latin America 
and Germany." 

UPA has a built-in source of 
revenue in the Magoo series: tv 
commercials. "So far, the sponsors 
for the new series aren't merely 
in favor of using Magoo in com- 
mercials — they insist on it as 
part of the deal. He'll be available 
to Libby, McNeill & Libby and 
to all other 'substantial' purchasers 
of the show for commercials and 
for other promotional tic-ins." 

Saperstein, incidentally, is the 
one who makes the decision on 
whether a sponsor is spending 



enough 



being granted 



to warrant 
the use of Magoo as a direct sale: 
weapon. There's no firm yardsticl 
as to what is, or isn't, a substantia 
purchaser of the show, but Saperl 
stein says "it won't be a short) 
term advertiser buying something 
like alternate-week minutes." 

Sponsors have a tendency tc 
stick close to Magoo in tv. Timex 
for instance, sponsored the 196' 
and 1963 showings on NBC-T\ 
of Mr. Magoo's Christmas Carol 
via Warwick & Legler. Timex wil 
again sponsor a 1964 exposun 
(on December 11, 7:30-8:30 p.m. 
as part of a five-year deal thi 
watch company has for the spec 
ial. Not generally known is th( 
fact that General Electric am 
Libby, McNeill & Libby both madi 
offers to Timex to buy part of tru 
Christmas season show. GE, ii 
fact, is understood to have offere(| 
to pay up to three-fourths of th« 



Near-sighted Magoo was 



■ Nor ONLY is Quincey Magoo 
far from the pattern of tv's hero 
types, he's hardly what you'd ex- 
pect optomctrically as a top sales- 
man for a product like General 
Electric light bulbs. But, in a 
manner befitting Gilbert & Sulli- 



van's "ingenious paradox," Magoo 

— who is classically nearsighted 

— manages to sell the concept 
of better sight through better light 
so well that GE is a prime Magoo 
booster. 

"We've had excellent consumer 



and dealer response to our Magoc 
television commercials, ads am 
promotions," Norman Townsend 
supervisor of GE's residential lamj 
advertising, told Sponsor. "Wc"\f 
had a phenomenal use of point 
of-purchase Magoo material, es 





Magoo commercials for GE in 1960 had presidential election 
theme, with a spoof campaign of "Magoo for President." Act- 
ually, there were several thousand write-in votes for Magoo. 
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More recent GE Magoo campaign features tie-in with GE dis 
play at the New York World's Fair. This ccmmercial was seer 
on more than 300 stations during the GE promotion in Spring, 1964 
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Color is vital factor in Magoo production. Saperttein scam latest in art department 



costs for half the show, but hmc\ 
declined with thanks* preferring to 
maintain its full sponsorship 
identification. 

Ul'A feels, despite this clcar- 
and-present evidence of a bullish 
market in Magoo. that the little 
near-sighted cartoon character is 
a long range investment and should 
be treated with care. 

"We don't want to milk \1agoo 
for a fast buck," says Sapcrstein 
"We're in no hurry to arrange 
'character merchandising' deals all 
over the place. e\en though ancil- 
lar> benefits are important to t\ 
producers. There'll he some books, 
records, a few toys, some clothing 
items this fall, but there'll be no 
fliHul of Magoo merchandise 
around during the Christmas sea- 
son. We think his value as a per- 
former, and as a sales personality . 
is greater if we keep careful con- 
trol over his exposure " ■ 



far-sighted GE tv buy 



pccially in food stores. In fact, the 
pickup by dealers has been over 
90 percent." 

This fall. General Electric will 
roll into its fifth season of Ma goo 
commercials. There'll be a total, 
according to Townsend. of 10,- 
0(H) Magoo-GE tv spots in 200 
markets, plus participations in 
NBC-TV's Tonight and a quartet 
of daytime television shows. (The 
only reason GE didn't buv into 
the new \faxoo nighttime series, 
according to both GE and CPA. 
is that GE's tv budgets were fully 
committed before the show deal 
was made.) 

Budgeting for the Ma goo tv 
promotions (including the follow- 
through at point-of-purchasc) oc- 
cupies "considerably more than 
half of the total advertising dol- 
lars GE spends for its light bulbs. 

The successful commercial blend 



of Magoo and GE came about 
largely b\ accident. It happened 
five years ago when BBDO's 
Arthur Bella ire was casting around 
for some kind of theme to tie all 
the GE bulb promotions in one 
package. 

"There were lots of sales fea- 
tures in the bulb line, but we need- 
ed an interest element, a charac- 
ter to relate everything." Bellaire 
recalls. "1 felt that Mr. Magoo 
would be ideal for this purpose. 
I'm glad to say our client thought 
so. too." 

1 he only initial problem BBIX) 
and GE had when the Magoo cam- 
paign was first proposed was whe- 
ther or not Magoo's nearMghted- 
ness would be improved b\ the 
use of GE bulbs One faction felt 
it should be; others didn't 

Final upshot, which has been 
the basic "gimmick" in the GE 



commercials to the present. MagiHi 
achieves quite obviously every- 
thing he wants in the way of im- 
proved lighting with GE bulb-. 
only it doesn't work for him. 
It works, however, for Gl : 
I he new fall campaign for Ma- 
go*) will revolve around a presi- 
dential election tie-m. Magoo will 
function as campaign manager to 
"Betty Bright." a pert woman 
presidential candidate. In tvpeal 
Magoo fashion, he never lets the 
poor girl get a word in edgewise 
— although the Gb sales message 
comes through loud and clear 

l our vears ago. during the hist 
presidential election, there was 
also a spoof campaign of "\t.i 'oo 
I or President " \oKh1v uxik it 
verv serioiiNlv until the election 
results canu in It turned out that 
some 40. (KM) votes had Ken cast 
for the little cartoon char icter ■ 
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Lennen & Newell France s Impact Form Joint Agency 



Major American agencies con- 
tinue to find the European Com- 
mon Market area much to their 
liking. Latest entry in the hands- 
across-the-sea sweepstakes is Len- 
nen & Newell, Inc., which has 
joined forces with Impact, one of 
the ten largest agencies in France. 

Lennen & Newell, rated tenth in 
this country, bills about $123 mil- 
lion a year, 54 percent in broad- 
cast. Impact lists billings of over 
$5 million, with no estimate of 
broadcast. 

The new venture, Lennen & 
Newell, Impact, S.A., with offices 
in Paris, will be jointly operated by 
the two principals. In announcing 
the move, Adolph J. Toigo, presi- 
dent of L&N and board chairman 
of the new operation, declared, 
''This newest step in our overseas 
expansion [the company has offices 
in London and San Juan, Puerto 
Rico] marks Lennen & Newell's 
entry into one of the fastest grow- 
ing economic areas of the world, 
and we are now actively seeking 
other expansion opportunities in 
Western Europe." 

In what was called a "unique 



cross fertilization of talent, design- 
ed to provide international clients 
with the best combination of 
Franco-American advertising tech- 
niques," L&N will send members 
of its creative and marketing staff 
to the new Paris agency; Impact 
staffers, in turn, will be assigned 
for specific periods to the New 
York offices. 

Impact, just five years old, has 
rapidly grown to one of the top 
agencies in France, boasts such 
clients as Sunbeam Shavers, Mas- 
sey Ferguson (heavy equipment 
manufacturers), Roger & Gallet 
(men's toiletries producers) and 
Wagon Lits Cook (travel agency). 

ARB: Out-of-home Listener 
Is 73% of Detroit Radio 

Latest documentation that the 
radio listening audience is substan- 
tially larger than was once 
thought comes from the Advertising 
Research Bureau. In its just-re- 
leased report on the radio portion 
of the Detroit multi-media study 
conducted in February, ARB re- 
veals that an average of 42 percent 
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ON THE DOTTED LINE WITH MILK 






Phillip Alampi, New Jersey's Secretary of Agriculture and former agricultural specialist for 
ABC and NBC, officially opens summer convention of National Association of Television and 
Radio Farm Directors. Secretary Alampi signed registration form with milk-filled quill pen. 
Some 300 attended the five-day meeting, including (l-r) George Menard, WBBM-TV Chicago 
farm director and president of the association; George Webster, WFIL Philadelphia, and 
Hugh Ferguson, WCAU Philadelphia, the convention's co-chairmen. 



of the radio listening in the met- 
ropolitan area took place away 
from home. The away-from-home 
audience added an average of 73 
percent more persons to the at- 
home audience. 

The report is the first of many 
such that the research firm says it 
will make on a regular basis. Pub- 
lished in pocket-piece format simi- 
lar to the ARB television reports, 
they will measure in-home and out- 
of-home audiences during an aver- 
age quarter-hour. Demographic 
breakdown will be by age and sex 
for both a defined metropolitan 
area and the entire survey area. 
Data are gathered from specially I 
developed individual multi-medial 
diaries to obtain a one-week record 
of exposure to all media. 

Similar radio measurements will 
be offered in January of 24 local 
markets — those designated as 
the top 20 radio markets, plus four 
others in which radio stations have 
expressed interest. Reports will also 
be issued for all markets with in- 
terested clients. 

The information gathered in 
Detroit by multi-media diaries and 
other phases of the study on other 
media is now being analyzed, ac- 
cording to ARB. Final report is 
expected to include more than 600 
pertinent charts and will total more 
than 1000 pages. The radio por- 
tion goes to RKO General, co- 
sponsor of the study, and is being 
made available to all Detroit sta- 1 
tin us and other interested industry 
members. 



CRM's Split Cable Shows 
Short Tv Absence Risky 

In - depth study of broadcast 
continues with announcement of 
results on the first run of Split 
Cable, the Center for Research 
and Marketing's new test proce- 
dure. Among the findings are: 
"Eliminating television for some 
products, even for so short a period 
as two months, can have significant 
negative effects on consumer be- 
havior." 

The CRM system, which tests 
multiple exposures in normal view- 
ing situations, came up with a num- 
ber of other evaluative results, ac- 
cording to the firm's newsletter. 
These included the findings that 
"some mass merchandised prod- 
ucts cannot be sold over daytime 
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television; some mass merchandised 
products ;i re hotter sold over day- 
true television and others over 
ptghttinie television; that diller- 
enees in ei>inniereial eontent have 
significant effects upon consumer 
behavior, and that behavior is 
a more sensitive measure of com- 
mercial effecti\eness than recall or 
share of mind." 

Under the Split Cable system, 
CRM pointed out, "Respondents 
were never aware that a test of tele- 
vision was in progress since they 
were exposed to the commercials 
over normal television, in their own 
homes, over their own sets. Changes 
induced by television commercial 
differential were measured in sev- 
eral ways, including purchase be- 
havior. Respondents were never 
queried as to their opinions or re- 
membrances of the commercials 
tested." 

Sponsors Team To Tout 
Tourism via Spot Radio 

A do/en San Diego businessmen 
arc participating in an advertising 
campaign to promote tourism to 
|the area via a spot schedule on 
KGLM and KBIG-FM Los An- 
geles. 

In a total of 668 one-minute 
announcements over a six-week 
^period, the advertisers will promote 
[such tourist attractions in the first 
30 seconds as the San Diego zoo, 
boating and sailing, the proximity 
of Mexico; plug hotels, restaurants, 
etc., in the second 30. 

This is one of a scries of such 
promotions the two stations have 
sold advertisers this summer. The 
first, bought by 22 Catalina Island 
businesses, involved 96 announce- 
ments weekly for six weeks. 

The San Diego promotion ends 
the week of Jul) 26. 

McCarthy Heads Chi Reps 

Robert McCarthy, head of the 
Chicago office of AM Radio Sales, 
is the new president of that city's 
chapter of the Station Representa- 
tives Assn. He succeeds Harry 
Smart. Blair Television vice presi- 
dent. 

Other newly elected officers of 
the chapter are: vice president John 
Boden, John Blair A Co.; secretary 
Gale Blocki, Aver\-Knodel; trea- 
surer John Shaver. H-R. 
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No Supreme Court Review 
On Industry Ascap Appeal 

The Supreme Court, in its final 
flurry of output for the year, de- 
cided not to review the television 
broadcasters' appeal to force 
ASCAP to license feature and syn- 
dicated tv film music at the source. 

Some 350 tv stations, represented 
by the All-Industry Licensing Com- 
mittee, fought for the new licensing 
approach through the New York 
Federal District Court and the U.S. 
Circuit Court of Appeals. Broad- 
casters held that producers of the 
films should pay the license fees 
and that ASCAP, under its consent 
decree, should be required to limit 
performance fees to locally orig- 
inated music on local tv stations. 
This situation would parallel AS- 
CAP treatment of motion picture 
producers and movie theaters. 

The Circuit Court of Appeals de- 
cision, in an opinion by Judge 
Henry J. Friendly, upheld original 
ruling of District Court Judge Syl- 
vester J. Ryan, who claimed that 
the ASCAP decree does not require 
it to grant the new licensing ap- 
proach asked by tv broadcasters. 
Judge Friendly said the court recog- 
nized the validity in some of the 
broadcaster claims, but had to heed 
ASCAP's argument that the end re- 
sult would be "seriously detrimen- 
tal to independent music writers" 
and would adversely affect AS- 
CAP's competitive standing among 
licensing groups. 

20th Century Reports Its 
Package Sales Booming 

20th Century-Fox Tv reports 
business booming on its Century 
II and III feature film packages, 
with sales to stations for sponsored 
movie showcases. 

Triangle is listed among the 
buyers for the first group, on be- 
half of its stations in Philadelphia, 
Fresno, Binghamton, Altoona and 
Lebanon. Deal includes eolorcast- 
ing rights. 

Other stations buying the pack- 
age of 46 films originally televised 
on NBC-TV as Saturday Night at 
the Movies and Monday Night at 
the Movies: KLYD-TV Bakers- 
field, Calif.; WC1A Champaign. 



111.; WMBD-TV Peoria, 111.; WHP- 
TV Harrisburg, Pa.; WSBA-TV 
York, Pa.; KVTV Sioux City, 
Iowa; KOB-TV Albuquerque, 
N.M. These bring total markets 
to 71. 

In one of the larger one-market 
deals, KHJ-TV Los Angeles bought 
the Century III package of 30 
films for approximately a half- 
million dollars. All but four of the 
films are in color and all will be 
shown on Sunday Theatre Nine or 
the nightly Million Dollar Movie. 

The purchase brings to close to 
$7.5 million the amount spent by 
the RKO General station in the 
past few years on motion picture 
transactions. 

Y&R Buy Paces Canadian 
ABC Films Sales Spurt 

The greatest spring sales season 
in ABC Films 1 history has been 
racked up in Canada. In addition 
to deals with the CBC and several 
individual stations, company sold 
the fall-debuting Wendy and Me 
to Young & Rubicam for American 
Home Products' sponsorship in five 
major markets. 

The CTV Network bought Wide 
World of Sports. Twelve other prop- 
erties were heavily involved in the 
sales campaign, with the top sellers 
being The Fugitive, Ben Casey, 
Combat and several new proper- 
tics, including Wendy, Mickey and 
The Addams Family. 
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Norman Named for New 
Howard Office in Atlanta 

Patrick W. Norman will head up 
sales operations in Atlanta, Ga., 
for Bernard Howard and Co. Inc., 
rep firm which 
^^^^^ opens an office 
^fl in that city July 

|rjk Atlanta and 

V" 1 h c Southeast 

, V**^^^ have become 

Jl^^^BL one of the im- 

^ portant adver- 

1 M m tising placement 

Patrick Norman areas in the 

country, accord- 
ing to Howard. For the past five 
and one half years the Howard sta- 
tions have been sold in the south 
by Bernard I. Ochs Co. (See 
Sponsor, June 22, page 54). BufJ 
the growth of the market's im- 
portance necessitated a full-time 
office in Atlanta, Howard added. 
In fact, plans are to add a second 
man in the near future. 

With the addition of this branch, 
Bernard Howard now owns and 
operates five fully staffed offices 
with possibility of a sixth before 
the end of the year. 

Arnold Drops Stop-Shop 

Arnold & Co., Boston, has an- 
nounced its resignation from the 
Stop & Shop. Inc., account effec- 
tive June 30. The agency had ser- 
viced the account since 1955. 
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WJBK-TV STAGES LINKS TOURNEY 




WJBK-TV Detroit says one of its most successful promotions was first annual Horton 
Smith Memorial Golf Tournament. Here winner Bob Fife (I) accepts trophy from 
station vice president and general manager Larry Carino as Storer executives stand 
by: (l-r) vice president, tv. Bill Michaels, president George B. Storer, Jr., executive 
vice president Stanton P. Kettler. 
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ZBS' Stanton Unveils Tiny 
Camera for N.Y. Judges 

I he Conlcrcnce ol N'cw ork 
ttrtc Trial Judges received a \i\ul 
emonstration of telev ision's new 
exibility I rum CHS president 
•rank Stanton. Arguing that the 
kmerican Mar Association's C anon 
>>, which forbids cameras in the 
ourtroom, should he changed, 
tanton unveiled the Mmicam 
/lark II. reportedly the first uire- 
.*ss tv camera with studio-quality 
rat u res. 

"The camera and the micro- 
pone need not be any more intru- 
ive than the movement of a lead 
>cncil and can be infinitely more 
ccurate." Stanton told the judges. 

Minicam M.irk II, slated for 
ise by CHS News in co\ering the 
Republican National Convention 
in Chicago, is packaged as a uire- 
-'ss remote unit capable of one- 
nan operation. The camera, trans- 
nitter pack, power supply and 
ransmitter of the Mmicam weigh 
n aggregate of less than 2*) 
•ounds. Camera itself weiuhs six 
ml one-half pounds. 



3roadcasting Specialist 
r orms Service Agency 

A I (i-ycnr veteran of broadcast- 
ng and advertising, Leslie A. Mar- 
is, reports enthusiastic agency re- 
ction to his new company, which 
•ffers what he terms a unique serv- 
-e to out-of-town agencies ami 
mall New York shops. He has 
I ready started work for one client. 
v.she & Lngelmore. Harris says, 
nd has expressions of interest 
rom others. 

The Leslie A. Harris Co offers 
? serviee which places t\ adver- 
ting on the television networks. 



includes hiiMML' ot 1 1 1 1 1 v and CU.I 
live and piodiklion supervision ol 
commercials Agencies outside the 
eitv which use a creat ileal of udio 
ami tv need a service representative 
in New York, said Harris, explain 
ing the impetus for Ins uniure 
"Manx sm.iller New ^ ork aueneu s. 
with clients who are or should be 
using broadcasting, cannot allord 
the high cost of professional broad- 
casting personnel.'" he added 

lie pointed to Ashe iV I ngel- 
niore ;is an example. " Mihough 
based in New York, the agency, 
has concentrated on maiM/mcs, 
with several fashion accounts cm 
its list. Having just acquired .1 
new account interested in hro. id- 
c:ist, but being unable to spend 
the 1 s5l).()()() to <.n0.0()<) to si.ifl 
a broadcast department, AM is ,i 
perfect candidate foi the Harris 
service, which, by the w.iy. is .ivail 
able on a straight fee basis " 

Harris won't maintain any ol his 
own production facilities, but leels 
that his man\ years in the field 
have familiarized him with the best 
facilities and producers available 
in the city. 

Most recently vice president. 
radio-t\ director and partner of 
Harris-Hreitner Advertising Corp.. 
he spent more than 10 years on 
the media side of ABC and \'HC 
In addition to timebuy iug. com- 
mercial creation and production. 
Harris says his new eompanv is 
equipped to handle the merchan- 
dising end of tv and radio cam- 
paigns 

Official Films Reports Its 
Foreign Sales Still Brisk 

I he foreign sales picture, nor- 
mally a good one for syndication, 
continues to prove a bright area, 
according to Official Films. Inc. 

Fight new foreign sales have 
been added to the firm's first-run 
series. Sunivul! bringing to I I the 
number of countries abroad which 
have bought the show. 

Foreign s;iles now include lele- 
vision Corp. I td (ICN'l in \us- 
trali.i. multiple outlets in Japan. 
Germany (West Germain and West 
Berlin), \ustria. Switzerland anil 
Luxembourg. Associated Broad- 
casting Corp in the I'hihpp nes. 
Belgian Radio- 1 clev moii in Bel- 
gium; Overseas Rediflusion I td in 
Liberia, Malta and Hone, kone 



The combination that really pulls 

MAINE wu. 
LOBSTERADIO 




BROADCAST 
EXECUTIVE 

Have done everything from 
announcing to management. 
Five years Radia Sales and 
fourteen years Television 
Safes and management. Both 
UHF and VHF experience. 
Only four associations during 
nineteen years in the Broad- 
casting industry. Well above 
average references as well as 
history of billing and profit 
increases. Strong interest in 
becoming part of, and work- 
ing hard in, your community. 
Experience with FCC, labar 
relations, personnel training 
and smiling ownership. Fam- 
ily man 40 years of age. 
Available immediately. 

BOX 202 
SPONSOR 
Ojibway Building 
Duluth, Minnesota 55802 
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Tussy Cosmetic Sponsors 
Dear Abby, Betty Furness 

Tussy Cosmetics, via Kudner, 
has purchased participations be- 
ginning July 6 on CBS Radio pro- 
grams featuring Abigail Van Bu- 
ren and Betty Furness. 

Other new CBS Radio orders: 
Lecming-Pacquin Div. of Charles 
Pfizer & Co., via William Esty, 
summer participations in World- 
wide Sports for Barbasol shaving 
cream; Hartford Insurance Group, 
via McCann-Marschalk, participat- 
ing sponsor of evening newscasts. 

TVAR's McGredy: Station 
Competition Double by '69 

"Five years from now, the aver- 
age tv station will have to cope 
with double the competition it faces 
today from a variety of new pro- 
graming sources," prophesied Rob- 
ert M. McGredy, managing direc- 
tor of Television Advertising Rep- 
resentatives, on the occasion of 
the firm's fifth birthday. 

The future, according to Mc- 
Gredy's crystal ball, will see many 
more stations on the air, with UHF 
a big factor. He also believes that 
one or more forms of pay-tv could 
gain a substantial foothold by 1969 
and be a significant source of 
competition to commercial televi- 
sion. 

"Home video tape recorders may 
well be commonplace by 1969," 
McGredy continued, "with people 
buying reels of tape programing 
just as they buy records and audio 
tape today. This, too, will vie for 
the attention of the viewer." 

Despite "proliferating program- 
ing competition," McGredy sees 
nothing but increasing growth for 
commercial television stemming 
from the continuing growth expan- 
sion in the number of tv homes, 
the growth of color tv and the in- 
creasing reliance on tv by adver- 
tisers. 

McGredy further pointed out 
that by 1969, the number of tv 
families will increase by 15 per- 
cent, "and by then the post-war 
generation who have been so thor- 
oughly indoctrinated with televi- 
sion will be forming their own 
families." 



NBC-TV Reports on Sales 

Three advertisers have bought 
the upcoming NBC-TV special, In- 
ternational Beauty Spectacular, and 
a fourth, Andrew Jergens, bought 
into four of the network's programs 
for 1964-65. 

The first deal involves Clairol 
(via Foote, Cone & Belding), 
Pharmacraft Laboratories (Papert, 
Koenig, Lois) and Maybelline 
(Post-Keyes-Gardner). Scheduled 
for Aug. 14 (8:30-9:30 p.m.,) the 
special will climax a four-day con- 
test among beauty entrants from 46 
countries, 44 states, vying for title 
of Miss International Beauty and a 
$10,000 first prize. Hugh O'Brian 
has been signed as master of cere- 
monies. 

Programs in the Jergens order, 
via Cunningham & Walsh: Wednes- 
day Night at the Movies, The Andy 
Williams Show, The Virginian, Mr. 
Novak. 

Two Large Spot Accounts 
Move; Other Agency Shifts 

Two big spot television accounts 
have shifted agencies but in neither 
case is the move expected to affect 
the tv billings. 

Tidy House Products Co., 
Omaha, has appointed Weightman, 
Inc., with the agency opening an 
office in Omaha to service the ac- 
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count. Formerly a division of Pills- 
bury, Tidy House was recently pur-i 
chased by its founder and a group 
of his associates, precipitating the J j 
agency move. Products involved, 
which represent a total of over $1 I 
million in spot tv, are: Dexol I 
Bleach, Perfex Cleaner, Shina Dish,i I 
Gloss Tex Starch and Spring Rain I 
Water Softner. 

Van Camp Sea Food division ofB. 
Ralston Purina chose Guild, Bas-H 
com & Bonfigli to handle its Chick-H 
en-of-the-Sea and White Star tuna.B 
The former brand spends over $1.3 it 
million in spot tv, the latter about It 
$77,000. The change has no effect 
on the pet food portion of Van 
Camp's advertising, which con- 
tinues with Smock, Debnam & 
Waddell, Los Angeles. 

In other agency moves, A. Stein 
& Co., Chicago, division of Kayser-i 
Roth, has appointed Leber Kalz 1 
Paccione for its Perma-lift Founda- 
tions. Account bills approximately, 
$300,000 and had been at Earle 
Ludgin . . . Vlasic Food Products* 
to W. B. Doner, Detroit, for its* 
pickles. September 1 appointment' 
coincides with introduction of a new 
package and label design for thel 
entire line. The new package willj> 
be launched this fall with an ex-» 
tensive campaign in Michigan,* 
Ohio, Indiana. Plans also call fori 
continued expansion of distribu-l 

i in i 'i I I n " I 



TvAR CELEBRATES ITS FIFTH 




Top echelon of Television Advertising Representatives examines birthday cakes 
representing each of TvAR's stations. From the left: vice president Ben Margolis, 



marketing and research vice president Robert M. Hoffman, managing director 
Robert M. McGredy, vice president and general sales manager Marvin L. Shapiro. 

i 
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FROM THE 'SHOW ME' STATE 
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dication of the Mittouri Pavilion at th« World't Fair brought to town (l-r) Lawnnct A 
neider, director of Mittouri't Commerce and Induttrial Develpment Divition; Governor John 
Datton; Mitt Mittouri, Judy Engelhardt. Peoti-Cola hotted the trio, here being thown the 

S conttruction tite by vice pretident Robert V. Cox (r). 



>n . . . Duquesne Light Co.. Pitts- 
irgh. to F.nviu Wascv, Kitthraiiii 
R\an . . . Imel Foods. Inc.. 
liladelphia. to Firestone-Rosen, 
impany markets Yaniborcc in- 
int sweet potato flakes in Phila- 
Iphia and IS other eastern and 
uthern markets, is formulating 
ins for introduction of an addi- 
mal dehydrated, instant product. 
Delson Merri-mints. Delson Thin 
ints and Hacks Cough Drops to 
udncr . . . Fry-Cadbury Ltd.. 
ontreal. to Doyle Dane Bcrnlnich 
anada) Ltd., effective January I. 
)65. Breithaupt. Milsom & Ben- 
n Ltd.. Toronto, has been the 
eney since 1957. 

Iberto-Culver Uses Spot 
'Merchandising Brawl' 

Labeling television as "that one- 
ed peddler." Leonard H. Lavin. 
esident of Alberto-Culver, never- 
less credits the medium for 
uch of his company's growth over 
: past nine vears. The firm spent 
ire than $30 million in tv last 
ar. 

Speaking at a luncheon meeting 
the New York Society of Se- 
rity Analysts. Lavin declared that 
I company has just faced the 
>st severe competition it has ever 
perienced in its past history — 
d. despite the competition. A-C 
s again achieved record highs in 
les and earnings. 
| Describing the '■tremendous'' 
v-months battle for the hair drcss- 
g-shampoo-hair coloring-deodor- 
t market, he said. "The big bovs 
d put the slug on us — all of 
em. For the last six months it 



has been little old Alberto-Culver 
against the world." 

When what he called the "mam- 
moth merchandising brawl" started. 
Alberto-Culver had two choices. 
"We could run or we could fight 
. . . we could have cut our adver- 
tising to a nice, unaggressive level, 
grown slightK , and seen our profits 
go at least 50 percent higher . . . 
on paper, a retreat would have been 
an advance." 

Reiving heavily on both network 
and spot tv. the company fought, 
and "when the blood stopped flow- 
ing and the dust settled and every- 
body stood panting around like a 
bunch of samurai in a Japanese 
movie." Lavin said A-C discovered 
that it had not onlv kept its mar- 
kets but had also increased s;iles. 

Lavin revealed that sales reached 
$47.736. 1 7S in the six-month fiscal 
period ended Mav 31. an increase 
of 17.3 percent over sales in the 
first half of 1963. Net earnings 
were $1,945,072. a boost of 2L3 
percent over the first si\ months 
of 1963. 



Another Borden Beverage 
Gets Spot Tv Promotion 

I he .or waves w II K" satiif.it d 
this summer with commercials for 
new Burden (Young A. Runn.anU 
milk drinks. 

I ollowing riLjht on the heels of 
the national introduction of its cm 
ned Milk Shakes via network tele 
vision. Borden will debut another 
rcadv-lo-drink canned item. Mool.i 
Koola I nlikc the shakes, this is 
a non-retrigerated product, made 
from skim milk and flavoring 

Successful test marketing in 
Memphis and Birmingham preceded 
the market-by market tv intro- 
duction across the country, was 
accomplished with spot television 
and newspaper. In addition. Bor- 
den has scheduled commercials on 
children's sinus s on all three net- 
works. 



Neary New Head of FAB 

Bernard F. N'cary. vice president 
and general manager of WOUS 
M i a m i. was 
elected president 
of the I lorida 
Assn of Broad- 
casters at tlu 
group's 29th an 
nual convention 
He succeeds I n- 
gene B. Dodson 
t»f \\ I \ I lam- 
pa. 

AKo elected 
were William J. Ryan. VVNOG 
N a p I e s. treasurer: Arnold I 
Schoen, Jr.. WDBOTV Orland \ 
vice president for tv. J MeCarthv 
Miller. WCOA Bensacola. vice 
president for radio, and Kenneth I 
Small. W RTF Gainesville, reelected 
executive secretan. 




Bernard E. Neary 
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Wade and Stebbins Merge 
Their LA Ad Agencies 

Wade Advertising, which places 
over 80 percent of its $30-million- 
plus billings in broadcast — all but 
$500,000, it says, in television — is 
adding $2 million in billings to its 
client list. Expansion is the result 
of the dissolution of Barton A. 
Stebbins Advertising, Los Angeles. 
Stebbins, who had run his own 
shop for 42 years, joins Wade's 
L.A. office as senior vice president, 
bringing with him most of his busi- 
ness and personnel. 

Accounts which will move in- 
clude Signal Oil, a Stebbins client 
for over 30 years, Sierra Dawn 
Estates and Certified Grocers of 
Southern California. 

Staff accompanying Stebbins in- 
cludes Art Gudelman, account 
executive on Signal Oil, who was 
also media director and radio buy- 
er, account executive Dorothy El- 
liott and several others. 

Business at Wade, which ranked 
24th among radio-tv agencies last 
year, includes: Falstaff Beer, Miles 
Laboratories' Alka-Seltzer, Bactine, 
Onc-A-Day Vitamins; Seven - Up 
Bottling Co. of Los Angeles, and 
several products of the Toni Divi- 
sion of Gillette. 



Clairol Will Sponsor Inger 
Stevens' Sweden Tv Tour 

Capitalizing on its own regular 
tv involvement, Clairol, via Foote, 
Cone & Belding, will fully sponsor 
an hour-long Inger Stevens-hosted 
television tour of Sweden in Janu- 
ary on ABC-TV. 

The show is the first network 
special to be produced by Screen 
Gems, which has long been a hefty 
supplier of network series, notably 
half-hour situation comedies and 
animated comedies. 

The buy represents creative mer- 
chandising of its own property by 
Clairol, which regularly co-sponsors 
The Fanner's Daughter starring the 
Sweden-born Miss Stevens. Series 
is produced by Screen Gems. Peger 
Kortner, SG producer of the situa- 
tion comedy, will head the produc- 
tion crew on the special, which will 
pre-empt Farmer's Daughter and 
The Addams Family on cither 
January 22 or 29 (8-9 p.m.). 



NAB's Anello Says FCC 
Rules Brink on Censorship 

NAB's general counsel Douglas 
A. Anello recently stirred the coals 
of the long-standing hot debate 
over FCC's proposed programing 
forms. 

In a speech to the Wisconsin 
Broadcasters Assn., Anello warned 
that requiring detailed information 
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DIVERSION AT CATV CONFERENCE 




For the most part the activities were serious business. But Triangle Broadcasting, one 
of the newly-emerging leaders in community antenna tv, ran its auto race game at 
the National CATV Conference in Philadelphia. Triangle syndicates auto race shows. 



WBMD Baltimore drew over 10,000 people 
latest fest at Civic Center. Here, Chuck Be 
nard, president of Country Music Network (1 
poses with Hank Snow and station's Helpf 
Harriet. Sponsoring the show: Schmidt 
Bread, A-l-D Drug Stores, Washington Se 
Rising Flour, Martin Mobile Homes, Dairy-Ian 
Gladding Chevrolet. 

n illinium n n 

from applicants on steps they hav 
taken to determine and fulfill tH 
programing desires of their corr| 
munitics poses "the very real dang k 
of censorship." The FCC must ntj 
"substitute its judgment for that 4 
the licensee," he said, and must aa 
cept the "honest and prudent evahj 
ation" of the licensee without an 
attempt to enforce compliance wil 
its own "established pattern of prcj 
graming. 

"The Commission should limit ij 
application information to a simp] 
narrative for the sole purpose of d« 
termining whether the licensee ha 
attempted to be informed about tn 
market served. It should not see 
information for the purpose of judf 
ing the programing decisions macj 
. . . Any other policy will not on'( 
have made the requirement of 1 
censec knowlcdgeability a rathe] 
futile exercise, it will bring trl 
Commission to the brink of censof 
ship." 



Chi Agencies $4 Million 
Billings Merger Announced 

With the merger of Gourfai;) 
Loeff & Adlerf Inc., the Chi 
cago office of Reach, McClinto: 
which had billed about $1 millic 
annually, will now bill $4 milliol 
R/M says. GL&A clients incluc 
Sears, Roebuck, Chicago. Mercui 
Record Corp., Walter E. Heller 
Co. Biggest billcrs in the Reac 
McClinton shop are the Mid-Amei 
can Home Office of the Prudcnti 
Insurance Co., Pullman Bank- 
Trust Co. and several divisions <| 
the Valspar Corp. 
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he niorgctl agencies will operate 
"hieijgo under i he Reach, Me- 
lton name. K;ilph Locfl. now 
Indent of GUtA, will be vice 
I Silent ami general manager 
i> er vice presidents will he M. 
fin Miller, A. S. Gourl'ain, Jr., 
D Aaron Ailler. GI.&A operates 
I ireet mail and mail order di- 
lan whieh will continue as a di- 
i >n of Reach. MeGlinton, to be 
nun as Gl.&A. 



w^ward Is New Manager 
,M -r NBC Flagship Station 

^ tobert T. Howard has been 
** S^icd station manager of WNBC- 
w New York, replacing Peter Alfe 
■i left the station about a month 
f. How aril has been manager, 
tonal sales, for the network 
*ship station, a post he moved 
11 from NBC Spot Sales, where 
ijwas an account executive in 
v-tio and television. Having first 
),ed NBC in 1 947. he has since 
.d positions in sales research and 
t\m> development. 

heodore H. W'alorth. Jr.. con- 
, • nes as vice president and gen- 
• O manager for both W NBC-TV 
• W'NBC Radio. 



Tie's WTCN Twin Cities 
.i/d to Buckley Jaeger 

ime-Life Broadcast h;is sold 
,'CN Minneapolis-St. Paul for 
C ().0(H) to Buckley Jaeger Broad- 
wing Corp. The deal follows b> 
•ral weeks the sale of the sister 
Italion to Chris-Craft Industries 
♦4 million. Both transfers, brok- 
I by Howard Stark, await FCC 
oval. 

arlier this \ car. Time - Life 
ght its first L'HF station. 
RO-TV Bakersfield. Calif., from 
lionnscontinent Television Corp. for 
inc£^65.0()0. The company's station 
,icr now includes five tv and four 
> (>rFM radio properties: KFRO- 
-.1 KOGO-AM-FM-&TV San 
»:o. KLZ-AM-FM-& I A' Denver. 
OD-AM-FM-&TV Grand Rap- 
smd WTBM-AM-PM-^TV In- 
.apolis. 

- /ith its acquisition of the 5 kw 
on from Time-Life. Buckle) 
er now owns four radio sta- 
4<- The others: WDRC-AM-FM 
•ford; KKH1 San Francisco, and 
.,tL Los Angeles. President Rieh- 
<D. Buckley was formerly presi- 



dent of WMW Vw >i ork. of 
Metropolitan Bioadcastim: and ol 
Blair Coinp.inv 



Specialized Advertisers 
Believe FM Really Sells 

Irving to reach a vcrv s|x*cifu. 
audience, two Charleston. SC., .id- 
vertisers are gelling their messages 
across via thai eils's WCSC-l-M 

I he Red & W hite chain of super- 
markets, "convinced" bs various 
survejs that shoppers are highly sus- 
ceptible to impulse busing, bought 
a schedule of spots, one overs half- 
hour, to reach the in-storc sliop|V*r 
I hen tliev piped in the station \ 
programing, buving the spots on a 
flat weeklv basis. 

Blue (Toss, recognizing that 
mans dentists ,md doctors tune in 
WCSC-FM music in their offices, 
bought 40 spots a week on that 
station to reach listeners most hkels 
to be interested in its services. 



KBON Omaha to Blaustein 

The $325,000 sale of radio sta- 
tion KBON Omaha to Blaustein 
Industries Inc.. Baltimore, has been 
announced bs Blackburn & Co. 
KBON. formerly owned bs M. M 
l leisehl and Joe Grat/. operates 
on 1000 watts ilastmie. 250 watts 
niuhtlime. 



GUESS THE ENTRIES 




Pat Dri*ttadt, broadcait media department at 
Meldrum A Fewimrth, (imi clotett imong 
Cleveland agenciet to guetting numbtr of 
qualifying entriet in WJW Radio contett 
Contett, with grand priie a trip for two to 
California and lat Vegat. dr»w 2338 entnet 
in all Station't general valet minigtr Julet 
Blum awardt Pat a leather flight bag for her 
guett of 777 qualifying entriet (actual numbif 
786^ 



Dclmttunis Proof 

( I ) \lv opin >n 

( 2 ) Number on lx>tik 

( 3 ) Ans ( 'eilar Rapids 

Waterloo rating scrvue 
for ans period 



W M T-TV 

/ III /)< fllUII l I SltllHHt 

(US I \ fur I .iMcin !<>w.i 
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Q'.What 

broadcast 
trade publication 
led its field in 
all large-scale 
surveys of agency 
and advertiser 
readership 
during 1963? 
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: SPONSOR! 



•Want full details? 
Write SPONSOR, 
555 Fifth Avenue 
New York I00I7 
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Universal Buys Tv Spots 
To Promote New Comedy 

Universal Pictures Co. has ar- 
ranged for a saturation television 
spot announcement buy on the five 
ABC o&o stations as part of a 
national pre-sclling campaign for 
its new motion picture comedy, 
"McHalc's Navy." 

The company is buying spots to 
be tied in with local playdatcs on 
the new picture before and after 
the weekly McHale's Navy tv show. 
Buys are in New York, Los An- 
geles, San Francisco, Chicago and 
Detroit. 

The picture, scheduled to be 
launched with a Detroit saturation 
July 15, stars Ernest Borgninc, 
Joe Flynn and Tim Conway. 



Philadelphia's Spatini Co. 
Appoints Firestone-Rosen 

Spatini Co., Philadelphia, man- 
ufacturers of spaghetti sauce and 
brown gravy mixes, has appointed 
Firestone-Rosen, Inc., as its new 
agency. 

Weightman Inc., former agency, 
explained that its resignation re- 
sulted from a product conflict be- 
tween Spatini and another client, 
Progrcsso Italian Foods, Brooklyn. 



J II I II I llll I w 

ABC EXECS ADDRESS CROSLEY CONFAB 




Crosley Broadcasting invited ABC president Leonard Goldenson and programing 
vice president Edgar Scherick (first and third from left) to address its Tv Plana 
Meeting in Cincinnati. They're welcomed by Crosley president John T. Murphy 
(second from left) and tv vice president Walter E. Bartlett. 



Hi i minimi iiiiiniiiiiiiliiiiii i iiiiiiiiiiiiiiiiiiiiinii, <«•>< 

Firestone-Rosen said it expects 
Spatini, which markets primarily 
in eastern markets, will make heavy 
use of tv in selected markets this 
fall. 



Off-Network Sales High 
For Four Star and CBS 

In a fast series of pre-release 
sales, Four Star Distribution Corp. 
launched its newest off-network 
series, Richard Diamond, starring 
David Janssen. And CBS Films 
topped the $1.5 million mark on 
sales of its Marshal Dillon, starring 



WOOING WITH WIENERS 



AND CHAMPAGNE 




WINS New York didn't waste any words. Station just wheeled its gayly decked hot 
dog wagon into major ad agencies last week and offered buyers a treat of franks 
and champagne. Here disk jockey Jack Lacy pours for Foote, Cone & Belding media 
supervisor Walter Reed. 



James Arness, via a long-term I 
tract with WOR-TV New Y| 

Buyers of the Four Star s' 
are WPIX New York, WGr^O 
Chicago, KTLA-TV Los Ani 
and WFAA-TV Dallas. There! 
26 half-hours involved and 
show is off-NBC-TV. 

In another move, Four Starj 
release two additional runs of i* 
man, prompted by demand I 
stations currently playing off 
first two runs by stripping tha 
rics. More than 120 stations ] 
bought the show and more 
two-thirds program it for muM 
plays ranging from two to six t 
a week. According to Four 
Rifleman has achieved sensatij 
ratings in syndication. attraJ 
more total homes than in its 
year on the network in addj 
to offering a balanced audiend 

The WOR-TV deal, in add 
to 156 episodes of Dillon, inelj 
I 1 1 episodes of Whirlybirds, 
ring Kenneth Tobey and Craig 
Station is the second RKO Geij 
outlet to buy the Dillon series] 
first was KHJ-TV Los And 
Sales have also been made to | 
30 other stations. 



Parker Pen Takes For 
NBC-TV Night Progra 

Parker Pen Co., via Leo 
nctt. has purchased sponsorshj 
four nighttime programs on 
TV for 1964-65. The progran^ 
The Andy Williams Shaw, Mr. 
rak, The Virginian and Int: 
tional Showtime. 
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(V)VERTISERS 

honias \V. I .cut/, appointed to 
I post of manager, ad ven isiiiij 
f s:itcs promotion operations, 
»\ Sales Corp. Lent/ has held a 
wiber of marketing positions with 
I \. for main years was field 
is representative in the South* 
''""M and on the Pacific coast. After 
i, uee \ear absence, he returned 
il°<58 as manager, color tv de- 
ripment. most recently was man- 
j' of sales planning and develop- 
,.l|it. Radio-\'ietrola. 

)lto A. Kohl to division market- 
,i research manager at Chese- 
.ngh- Pond's. Inc. Prior to joining 

l compan> he was a Ted Hates & 

• research group head. 

lorris .1. Spokane joined the 
Jjadelphia National Bank as di- 
.'|Or of advertising and public 
i tions. formerly he served as 
>dinator and supervisor of ad- 
•' lising ai Mellon National Bank 
Trust Co., Pittsburgh. 



i, 

i 

i 

■ In 



eurge (). Cutter, Stephen J. 
fin and Kred L. Willis elected 
presidents of the Gillette Co. 
'ler and Griffin will join the 
il ette Products Group. Cutler in 
area of manufacturing and 
'Juct development and Griffin 
"'^"•nerchandising and administra- 
W'illis will be on the staff 
II Other Products Group. Most 
ntly. Cutler and Griffin served 
• ice presidents of Gillette Safety 
u *jor Co.. while Willis has been 
president in charge of market- 
^'development for The loni Co. 
" fe p;62. 




Lewis I.. Heard, Jr., joins Rev- 
nolds Metals Co. as program siiper- 
visoi. building proilucts ,id\ertisnig 
and s.iles promotion. Since IW>2. 
he\ been with Place Homes. South 
Uend. Ind.. in a similar capacity 

James II. Luther, Jr., named vice 
president, legal affairs. of Glen- 
brook Laboratories. proprietary 
drug division of Sterling Drug. Prior 
to joining the legal department of 
Sterling Drug in 1^55, he was as- 
sociated with Donovan, leisure. 
Newton ev Irvine. He is chairman of 
the National Relations Committee 
of the Proprietary Association, 
serves on the Pharmaceutical Manu- 
facturers* Assn. law committee. 

David M. Lilly, president of the 
Torn Manufacturing Corp.. Min- 
neapolis, elected member of the 
board of directors of General Mills. 

Albert Klocrshcimcr, Jr., ap- 
pointed to new post of executive as- 
sistant to Sheldon Gunsberg. execu- 
tive vice president of Walter Reade- 
Stcrling. Inc. Was director of ad- 
vertising and publicity. 

Stewart I). Zivc and Ron K. No- 
lan appointed sales managers for 
the electric appliance division of 
Ronson Corp. In the Midwest, 
/.ive replaces Klliott .Me finger, re- 
cently named national sales man- 
ager for Ronson's Lighter. LP Gas 
Products and Packaged Items Di- 
vision In the last. Nolan suc- 
ceeds George Kcvko. recently elev- 
ated to national sales manager of 
the electric appliance division, 
/live and Nolan were formerly 
sales representatives. 




!• O. CuHtr 
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AGENCIES 

K retard J. Lord appointed to 
new post ot vice president in cli ir « 
i>l ucalivc services at Warwick A 
I eglei . fnc Prior to joimn • th 
agenev earlier this year as v ic 
president and cop\ thief, he vva 
with llenton A. Howies 

Paul \\. Widsli and ( harlcs 
Hlakcuiore named creative director 
and vice president, assistant creative 
director, respectively, of Compton 
Advertising, l-ormerlv Walsh served 
as vice president-assistant creative 
director, and Blakcmore as group 
head for the agenev 

Ronald \\. Ilrimn, senior ac- 
count executive, appointed vice 
president and account supervisor at 
Street A. I innev. Inc 

Krancis X. O'Hcirnc appointed 
to newly created post of senior art 
director at Roche. Rickerd. Henri. 
Hurst. Inc. He has been a member 
of the agenev \ art stafl for the 
past l«J years 

Donald Rauniakcr to the John 
W. Shaw Advertising \gencv as 
account su|vrvisor for I ake Cen- 
tral Airlines and Country Club 
Mall I Kjuor. l-ormerlv he was as- 
sistant director of advertising for 
Pearl Brewing Co. of S,m Antonio. 
I ex.. and St Joseph. Mo 

Arthur I". Jones joined Robert 
A. Becker. Inc as assistant account 
executive formerly with Robert I 
W iKon, I ne. 

Josef Scdclinaicr advanced to 
senior art director at Clinton I- 
Irank. Inc lie joined the agenev as 
an art director in I l >o2. after five 
vears with "1 oung & Rubicam 

Dr. David II. I earner named di- 
rector of research at Batten. Bar 
ton. Diirsime X (Kborn. Inc . suc- 
ceeding Dr. Clark I. NNilson. who 
was appointed I ord I inundation 
\ isitmg Professor of Business \J- 
mmistration and member of the 
faculty. Graduate School of Busi- 
ness. Harvard I mversitv Since 
joining BBDO in l l 'N>. I earner has 
been associate director of research 
department, was named man i cr 
in 
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Charles I). Dunkiii, Jr., to Nor- 
man, Craig & Kummcl, Inc., as 
senior vice president and account 
supervisor. Was chairman of the 
marketing plans board at McCann- 
Erickson. 

Edward McCabe and Robert 
Wilvers join Carl Ally, Inc., New 
York, as copy group head and art 
director, respectively. McCabe was 
with Young & Rubicam, Wilvers 
with Benton & Bowles. 

Dean Lierle, Jr. joined Camp- 
bell-Ewald Co., New York, as 
creative director. A former vice 
president and creative director with 
Botsford, Constantinc & Gardner, 
he has most recently been copy 
director of Griswold-Eshleman, 
Cleveland. 

Joseph A. Tery named vice 
president of Wendell P. Colton di- 
vision of Wesley Associates. For- 
merly he was vice president of 
Geyer, Morey, Ballard, Inc., and 
vice president of The Caples Co. 

John H. Cordy named to copy- 
writing staff of Beaumont, Heller & 
Sperling, Inc., Reading Pa. Former- 
ly he was feature writer for the 
Philadelphia Bulletin, and editor of 
company publications for Scott 
Paper Co. 

Roger II. Keyser and Herbert H. 
Clark, acting group heads in the 
art department, Ted Bates & Co., 
elected vice presidents. Keyser 
joined Bates in 1959 as an art 
director. Prior to association with 
the agency in 1963 as an art direc- 
tor, Clark was art director for Need- 
ham, Louis & Brorby, Inc., and 
Erwin Wasey, Ruthrauff & Ryan, 
inc. 




Thomas W. Downer, Jr. to 

Campbcll-Ewald Co., Los Angeles, 
in its radio and television program- 
ing department. He comes to the 
agency from CBS where he was 
in charge of continuity and prac- 
tices of good taste for all programs 
and commercials. 

Mrs. Mary Ann Brelje named 
senior media generalist of Gardner 
Advertising Co., St. Louis. Former- 
ly she was estimator and media 
generalist. 

Dick Stern joined Leber Katz 
Paccione, Inc., New York, as an 
account executive. Was vice presi- 
dent and manager of Fletcher 
Richards, Calkins & Holden's 
Atlanta office. 

Robert 1). Cote to the media de- 
partment of Earle Ludgin & Co., 
Chicago. Formerly assistant to the 
media director of D'Arcy Advertis- 
ing Co., Chicago. 

Ronald S. Klein, previously a free 
lance producer-director, joined Ed- 
ward H. Weiss & Co., Chicago, as 
television radio producer. 

Harvey M. Andersen to director 
of marketing and research depart- 
ments of Wade Advertising. He 
joined the agency in 1962 as direc- 
tor of marketing. 

Robert M. Silverman joined 
Grant Advertising, Chicago, as an 
account executive. For the past two 
years he was advertising manager 
for St. Regis Paper Co.. Chicago. 

Dr. Peter Langhoff named to new 
post of senior vice president for 
corporate plans and analysis at 
Young & Rubicam. Since joining 
the agency in 1946 he served as 
manager of the research depart- 
ment, director and, most recently, 
as vice president. 




Kip Cohen, Jack Koehler 
Albert P. Molinaro appointed 
ior vice president and dircctoi 
new business plans and devel 
mcnt, senior vice president and" 
rector of operations, and senior! 
president and director of client f 
vice, respectively, for Robert | 
Becker, Inc. Joe Lauber, Nona 
Franklin and Joseph Goodyear ; 
pointed vice presidents and grc 
creative director. 



If 
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Cleon Nettles to the aceoi 
service group at Jack T. Holn 
& Associates. For the past th 
years he's been media mana 
with a marketing-advertising-pul 
relations agency. 

Henry Alfaro joins the put 
relations staff of MacManus, Jc 
& Adams, Inc., as an account 1 
ecutivc. He comes to the agc-i 
from Security First National Ba 
Los Angeles, where he was n< 
bureau manager for four years. 



TIME/Buying and Sellirj 
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Jo.seph P. Foley joins Bern 
Howard & Co., New York, as 
account executive. Formerly 
the Boiling Co. and Paul 
mer Co. 
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Donald C. Bo wen to Blair Ti 
vision, San Francisco, as a 1 
executive. Former sales marl 
for WBKB-TV Chicago, andf 
count exec at ABC-TV Spot 9 



at 



Albert A. Altmark and J 
Foley named assistant to the 
ident and manager of the exfl 
division in charge of company s!" 
ments, respectively, for Ch 
Michelson, Inc. Formerly Altrl 
served as a practicing attort 
specializing in contract and ec 
right law. Foley was previa! ^ 
with Bankers Trust Co., New Y< i 




Roger H. Keyser 



Herbert H. Clark 



Robert SMverman 



Dr. Peter langhoff Albert A. Altmark 



58 




bert Dick. 




Burt Lambert 



Robert Dickenson joined the 
les stuff of Peters, Griffin, Wood- 
ford, Inc., Los Angeles. He goes 

the rep firm from Metropolitan 
oadcasting Sales, Chicago, where 

was an account executive. 



V MEDIA 

Hurt Lambert named vice pres- 
ent and general manager of 
LAS-TV Las Vegas. He recently 
signed as vice president of RKO 

oadcasting and W'OR-TV New 
Drk. 

Jacqueline Babhin named execu- 
e producer of dramatic programs 
r CBS-TV New York. Comes to 
network from Talent Asso- 
utes-Paramount Ltd., where she 
oduced such prourams as "Show 
the Week." 

Jack Dimes named regional sales 
inager for KIRO-TV Seattle. For 
I past three years he's been at 
ING-T\' Seattle as account c.x- 
utive. 

John Rock appointed director of 
fw projects, business affairs, for 
IIS-TV Hollywood. He joined tho 
m Law Department in I960, he- 
me assistant to the director of 
fsiness affairs in 1962. 

Frederick R. Mcn/ics becomes 
ition manager of WHEN-IV 
racuse. N'. Y. Since associated 
th the station in 1952 he's served 
local and national sales repre- 
ntative and. most recently, as 
mmercial manager. 

John N. McDanieK named mid- 
rstern sales manager of W'GN-TV 
liicago. Prior to joining the sta- 
)n in 1963 as an account execu- 
te he was an account exec with 
JNDU-TV and the Illinois Bell 
Idephone Co., both South Bend. 




William Rubent 



Tom M. Percer 



William Rubens elevated to di- 
rector, marketing services, owned 
stations and spot sales division. 
NBC-TV. Since joining the network 
in 1955 he served as assistant 
supervisor and supervisor of rat- 
ings, manager of audience measure- 
ment and director of research. 

Tom M. Percer joined WHNI- 
IV I Iunts\ ille, Ala . as \ ice pres- 
ident and general sales manager. 
Former general sales manager of 
WAPI-IV and WBRC. botrTnirm- 
ingham. 

John Rohrbach, Jr., named as- 
sistant sales manager of WJZ-TY 
Baltimore. For the past three years 
he was account executive with lele- 
vision Advertising Representatives, 
prior to that timebuyer at J. Wal- 
ter Thompson and Necdham, Louis 
A: Brorby. 

Leon R. Brooks named v ice pres- 
ident and general counsel of CBS. 
heading network's law department. 
Joining the company in 1950 as 
Washington attorney, he became as- 
sistant general attorney in 1961. 

James \V. Grstu appointed man- 
ager, advertising and promotion, 
for WNBC-TV~and Radio New 
York. Tie comes to the station from 
WNEW New York, where be has 
been director of advertising. 

Harn C. Foils, account execu- 
tive in \BC-*I V sales department, 
retired after ten years. Prior to join- 
ing the network in 1951 he wjs 
general manager of \\ INS New 
York, sales manager of WI W Cin- 
cinnati, account executive in Oos- 
ley's New York office. 

.Marie Margaret Winth'op ap- 
pointed east central area vice presi- 
dent for American Women in Radio 
and Television, Inc. She is president 
of lech Asjencv. Inc. Detroit. 



RADIO MEDIA 

Marry V llanclloy nam d pruni > 
lion director loi \S I S ( Iiilj <• 1 1 
comes to the station from National 
Veroiiautics .md Sp.icc Ulninnstu 
lion. Cape Kennedy, I lorida. where 
he served as presentations specialist 

William 'I. Arrmfloii n.mi'd 
acting secretary-treasurer for the 
South Carolina Broadcasters \ssn 
He is station manager for WMRB 
Greenville, S. C. 

Monle Cook to promotion direc- 
tor of KYOO I ulsa. Okla I or the 
past two years he v\as publicity co- 
ordinator for the Oklahoma Blue 
C ross and Blue Shield, u as in news- 
paper work before that 

Carl P. I .unci appointed ace unit 
executive for K\ W Cleveland. 
Conies to the station from the 
Detroit free I'rew where lie was 
advertising manager for the roto- 
gravure section and Southwest re- 
tail manager for the past nine 
years. 

George Allen named s.des direc- 
tor of KRHM-IM I os \ngeles 
Formerly associated with WOC 
Davenport. Iowa, ami KW'I/- \M- 
FM Santa Ana. Calif, 

Squire D. Riislmdl James 
D. I'lMcrson, Jr.. named assistant 
program manager and producer of 
the Contact' program for WW/ 
Boston. Riishnell joined the sta- 
tion in P>02 as production super- 
visor, was promoted to producer of 
Program I'M luverson has served 
the station as production super- 
visor since l l H>2 

J. Courtney McG'rnartv, Jr.. 

joined W'CBS New ^ ork as an ac- 
count executive. He was formerly 
associated with Wp\| Peterson, 
N J 

Jiimis lerinin named station 
manager for W FBG-I M \lt >on.i. 
Pa lie is currently pr unot on in i \ 
ager for W II M (' arlidc. Pa 

Jem L. Kunkel appointed opera- 
tions manager K>r W UK' Indian- 
apolis Since joining the station in 
mid-March he has served is air 
personality and production director 
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Do you have a question 

about your subscription? 

Do you want to order 

or renew your subscription? 



If you have any questions about your 
subscription, place your magazine address 
label where indicated and clip this form 
to your letter. 

If you're moving please let us know 
about five weeks before changing your 
address. Place your magazine address 
label where indicated and print your new 
address on this form. 

If you subscribe mail this form with your 
payment, and check: 

( ) New Subscription 

( ) Renew my present subscription 
(include label) 

Rates in U.S. and Canada: 3 yrs., $10; 
2 yrs., $8; 1 yr„ $5. 



ATTACH LABEL HERE 

To insure prompt service whenever you 
write us about your subscription be sure 
to include your SPONSOR Address Label. 



Name: 

Your Title: 

Address: 

City 

State Zip Code 

CUP AND MAIL TO: 

SPONSOR 

Subscription Service Dept. 
Ojibway Building 
Duluth, Minnesota 55802 
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JULY 

Advertising Assn. of the West, 
annual convention, Sun Valley, Idaho 
(5-9). 

National Broadcast Editorial, se- 
cond annual conference, Arden 
House, New York (6-8). 

Advertising Federation of America, 

sixth annual seminar in marketing, 
management and advertising, Harvard 
Business School, Boston, Mass. (to 
July 10). 

National Food Brokers Assn., mid- 
year management conference, Seattle 
(12-15). 

National Institute for Audio- 
Visual Selling, annual convention, 
Indiana University, Bloomington (12- 
16). 

Texas Assn. of Broadcasters, col- 
lege career guidance program in 
cooperation with University of Texas, 
Austin, Tex. (12-18). 

British Institute of Radio Engi- 
neers and Institute of Electrical and 
Electronic Engineers, international 
conference on magnetic recording, 
Savoy Plaza, London, England (12- 
18). 

National Housewares Mfrs. Assn., 
exhibit, Merchandise Mart, Chicago 
(13-17). 

Broadcast Pioneers, annual meet- 
ing, Hamilton Suite, Hotel Barclay, 
New York City (15). 

Advertising Federation of America, 

management seminar, Northwood 
Institute, Midland, Mich. (20-31). 

Western Packaging Exposition, Pan 

Pacific Auditorium, Los Angeles 
(21-23). 

New York State Broadcasters 
Assn., third annual executive con- 
ference, Cooperstown, N. Y. (28-31). 

Annual Summer Workshop in 
Television and Radio, New York 
University, New York (29-Aug. 7). 



AUGUST 

Georgia Assn. of Broadcasters 
forum on CATV and Pay-Tv, Ri- 
viera Motel, Atlanta, Ga. (4). 

Georgia Broadcast Executives Man- 
agement Seminar, Georgia State Col- 
lege, Atlanta, Ga. (9-15). 



South Carolina Broadcasters Asm 

summer convention, Ocean Fonl 
Hotel, Myrtle Beach, S. C. (16-18). 

National , Assn. of Broadcasters] 
cooperation with the Radio Ade 
ing Bureau and Television Bureau 
Advertising, sales management sei 
inar, Stanford University, Stanfoii 
Calif. (16-22). 

Desilu Inc. annual stockhold- 
meeting, Hollywood, Calif. (18). 

West Virginia Broadcasters A 
fall meeting, The Greenbrier, Wh 
Sulphur Springs, W. Va. (27-30). 

SEPTEMBER 

National Assn. of Broadcasts 

program study committee, radio pr 
graming clinic, Rickey's Hyatt Hou; 
Palo Alto, Calif. (18). 

National Assn. of Broadcasts 

program study committee, radio pi 
graming clinic, Chicago Plaza Mot 
Hotel, Memphis, Tenn. (21). 

National Assn. of Broadcast 
program study committee, radio pi 
graming clinic, Palm Town Ho 
Motor Inn, Omaha, Neb. (23). 

Electronic Industries Assn., f 
meeting, Statler-Hilton Hotel, Bost 
Mass. (23-25). 

Minnesota Broadcasters Assn., f 
meeting, Sheraton-Ritz Hotel, Minr 
apolis, Minn. (24-26). 

Advertising Federation of Amerf 
fifth district convention, Commode 
Perry Hotel, Toledo, Ohio (17-lj 
sixth district convention, India 
University, Bloomington, Ind. 0 
26); tenth district convention, Rob 
Driscoll Hotel, Corpus Christi, Tit 
(24-26). 

National Assn. of Broadcast 
program study committee, radio p 
graming clinic, Hilton Inn, Tal 
town, N.Y. (25). 

Utah Broadcasters Assn., con\r 
tion. Royal Inn, Provo, Utah (25-3 

OCTOBER 

Advertising Research Foundati* 
annual conference. Commodore n 
tel. New York (6). 

National Assn. of Broadcast 
fall regional conferences: Hotel U| 
Salt Lake City. Utah (12-13); f 
ler Hilton, Los Angeles, Calif. 1 
16): Skirvin Hotel/ Oklahoma (J 
Okla. (19-20); Fort Des Moines, J 
Moines, Iowa (22-23); Hotel jf 
New Orleans. La. (26-27). 

American Assn. of Adverti/ 
Agencies, western meeting. Am' 
sador Hotel. Los Angeles, Calif. 6 
30). 

SPONd 






Talk about reaction and response! 

VARIETY said . . . 

"... basically the same personality lineup but with a new tempo, a new o>'-i t 'n 
in program segments, and a more contemporary attitude to/.aids pop mu c 

"Among the more signilicant changes are . . . all-night programming .-. th 1 \ n 
stanza from 1 5 ayem helmed by Jim Hill . . the installation of a thre^ and a half 
hour afternoon block |ockeyed by newcomer Chuck Benson . . and the abbrevo 
tion of local news into three minute morsels every half hour . . . Veep the broad 
casting procedure moving fast and lively. 

"Except for 8enson and Hi I. the personal ty lineup is as before .'. th Henry Coo^e, 
Jim Conway, John Doremus. Norman Ross and Jack E t :<>n the mam guns The 
hour-long news wrapup at 6:30 p.m. remains, as does NBC news on the hour and 
other network features." 



BILLBOARD said . . . 

"The over-all sound may be termed 'Standard pop.' v. th emphasis on up temp 
new versions of standards and pop standard new s n,-;les Unl »e man, stand rd 
and conservative formated stations, the 'Q' sound features plenty cf -o a i 1 
the most modern production and programming techniques 

BROADCASTING said . . . 

"V»MAQ Chicago brightened its over all format . . .•. th f (• < p 

techniques and new Staging of most of its regular persona t s nd pre,.'' m n- 

cepts plus some new programs." 



HERB LYON'S "TOWER TICKER" said . . . 

"V.VAQ (NBC rad o. Chicago) is oil and running v. th its 'Nca Q f rm t 
crackles along. Watch those ratings." 



d it 



MAGGIE DALY'S "DALY DIARY" said . . . 

"V, MAQ (NBC radio. Chicago) which has started v. th us New Q sit c 
be a smasher." 

It's the Sound Chicago Chose 





Have you looked at Charlotte lately? 




Biggest trading area in the Southeast! over two minion peo- 
ple within a 75-mile radius; growing at the rate of S,000 new residents a 
year. In business, in industry, the Action City sets the area pace. More 
than BOO manufacturing plants, 1,000 wholesalers and distributors i)i 
Charlotte alone. For a market to grow in, look at Charlotte . . . and for the 
sales action that speeds you on your way- Charlotte's Vl/SkOP-T'T/ 

NBC-ABC atMiate. Represented by H-R V * ■ 



C0» BKOACCASTIHG CORPORA! ON s> n ons AM Ft.' TV. Atlanta v.HiO AM-FM-TV Dayton V, 50C AM FV ry Ov otto C. "0 AM-FV V ami- KTVU San Franc sco-QaMand 



